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ADVERTISER'S WEEKLY 


LONDON & MANCHESTER 


incorporated Practitioners in Advertising 


Have poster men 
thought again? 


Sir,—Publication of the annua! 
total spent on outdoor advertis- 
ing, broken down into expendi- 
ture by various commodity 
groups, was suggested by R. G. 
Breeze in his address to the 
BPAA conference (ADVERTISER'S 
Week ty, June 16). 

How did the Poster Conference 
respond to this suggestion? I 
am rather interested, because 
suggested the idea in an article, 
“Why not a Statistical Review 
for Poster Advertising ? ” 
(ADVERTISER'S WEEKLY, Septem- 
ber 18, 1947). My idea was then 
opposed by H. H. Mallatratt, 
secretary, BPAA, who wrote on 
October 16 : 

“While readily admitting that 
such information would be of 
intense interest and might be 
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Fillery floor cleaner case history 
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capable of being recorded, it 
must be pointed out that to give 
the desired details would amount 
to a breach of confidence be- 
tween the advertiser and the 
poster contractors and could not, 
therefore, be contemplated.” 

1 then asked Mr. Mallatratt on 
November 13: “How much was 
annually spent by all advertisers 
on the hoardings? No grand 
total, based on actual expendi- 
ture, has ever been published— 
only several pre-war estimates 
which differ considerably (c.g., 
Economist, £4 million p.a.; F. P. 
Bishop, £5 million p.a.; Statisti- 
cal Review, £10 million p.a.). 

“A reliable grand total, based 
on actual expenditures, could 
easily be arrived at from data 


To The Editor .. 


supplied by the members of the 
BPAA. Which advertiser could 
reasonably object to publication 
of such total figures, since they 
would not disclose his own ex- 
penditure figures? And, for the 
same reason, which poster con- 
tractor could be accused of 
breach of contract?” 

This suggestion met with no 
response from the BPAA. I hope 
that Mr. Breeze will be more suc 
cessful. Publication of the sums 
spent on various commodity 
groups would not necessarily have 
to reveal the expenditure of 
specific brands. 

JoHN BARMAS. 
London, N.W.2. 


Group figures 
are needed 


Sik,— Although obviously we 
need much more information 
about the readership of posters, is 
there not a danger that the real 
major need may be overlooked ? 

While Statistical Review's 
figures of expenditure on press 
advertising are used constantly in 
all fields of advertising, there 
appears to be as yet no corre- 
sponding data for the poster 
trade, even by product groups. 

Would not these figures pro- 
vide a great impetus to the 
greater and more scientific use of 
posters as a medium ? 

JoHN I. Mason 
Thornton Heath, 
Surrey. 


A compliment— 
but a threat 


Sir,—-So a poster contest invit- 
ing entries from students of build- 
ing is to be run by Illustrated 
Carpenter & Builder to help in a 
campaign encouraging boys to 
make a career in the building 
trade (June 16) 

Although appreciating the com 
pliment paid to advertising’s 
impact on public opinion, one 
cannot help feeling that such a 
competition could help foster the 
idea that advertising is a job for 
“the chap in the office with a flair 
for that sort of thing,” whereas 
we who make a living out of it 
probably hold different views. 

One can imagine the reactions 
of the building trade if Apver- 
TISER'’S WEEKLY were to sponsor 
a competition for the “neatest 
piece of bricklaying™ or “the best 
wiped joint.” 

ADVERTISING CRAFTSMAN 
(Name and address supplied) 


Keep appeals 
simple 


Sirn,—As attention is again 
being concentrated on the very 
laudable objective of “Keeping 
Britain Tidy” the following 
observations may be helpful. 

During the first year of the 
South Bank Exhibition I took 
some overseas friends along to 
the Battersea Gardens and Fair. 
| believe something like 70,000 
people were there and we were 
very pleasantly surprised to see 
so little litter around. 

Notices around the place said 
very simply in bold sans type 
Don't Scatter Litter and the 
public responded. 

On the other hand I have many 
times travelled from Waterloo in 
a bus in which were “very pretty” 
little circular coloured stickers 
showing an arrow pointing to a 
basket and the words “Keep 
Rritain Tidy.” The conductors 
stood at the foot of the stairs col- 
lecting fares and scattering the 
tickets around like confetti. 

In both cases receptacles for 
litter were readily at hand. 

May we deduce that the 
“pretty” failed where the blatant 
succeeded? After all the big 
circulation newspapers in their 
choice of type and display 
editorially point to the moronic 
stuff that appeals to the masses | 

M. E. Wess 
Elm Bank Gardens, 
Barnes. S.W.13 


Adaptability— 
not experience 


Sir,—The staff problems now 
seriously affecting the advertising 
agencies are due in no small 
measure to the “closed shop” 
policy of the agencies themselves. 

Over 95 per cent of the 
vacancies advertised state “must 
have agency experience.” 

With the exception of junior 
staff, surely this means that the 
more responsible and senior posi- 
tions can only be filled by exist- 
ing agency people moving from 
one agency to another, seeking 
higher salaries. 

This is, of course, the position 
at the present time. The answer 
is, in My opinion, to open the 
doors to outsiders 

There are many men—and 
women—holding responsible posts 
in advertising, marketing, re- 
search, sales, and management 
outside the agencies, who are 
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more than qualified for positions 
on the inside. 

A major factor which, of 
course, must be taken into con- 
sideration is that of adaptability 
When advertisements appear 
stating “while agency experience 
is desirable, more importance wi! 
be attached to intelligence and 
adaptability,” the staff problem 
will gradually disappear. 

Finally, I suggest that the adver 
tising agencies adopt the motto 
and principles, of a nationa 
businessman's association 
adopt—adapt—improve. 

Ever Hoperv 
(Name and address supplied ) 


No price—‘so 


ad falls down’ 


Sm,—I was interested to see 
that “Copytaster” (June 16) des- 
cribed the “Give Her a Hoover” 
advertisement as the best of the 
month. I, too, was most im- 
pressed with it until I came to the 
end of the “story” and—natur- 
ally—wanted to know the price 
of the thing. 

Not a word! 

So was it such a good advertise- 
ment after all? 

I doubt it. Some copywriters 
do not seem to realise that the 
great British public have a curious 
desire to know the prices of goods 
offered to them. 


Southgate, 
London, N.14. 


A. D. Wess 


£700 for charity 


Takings at the National Trac 
Engine Rally at Appleford, near 
Abingdon—about £700—are to 
go to three charities, foremost of 
which is the corneo plastic unit 
of the Eye Bank at Grinstead. 

Organised by the Nationa! 
Traction Engine Club, the Rally 
was sponsored by Philips Elec- 
trical Ltd. 
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A word in WOMAN’S OWN is a word 


with more than a quarter of this country’s women who 


shop for themselves, their homes or their families. 


Womans own 
2,247,716 


AUDITED NET SALE (jJULY-DEC i954) 


STUART MANDER, ADVERTISEMENT DIRECTOR, 
GEORGE NEWNESS LIMITED, TOWER HOUSE, 
SOUTHAMPTON ST., STRAND, LONDON, W.C.2. 
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They harvest 


bumper crops 


in the York market— 
not only the people 

who live and work there, 
but the advertisers who 


sell to them through... 


‘The Veecshire 


Evening jis Press 


YORK’S OWN NEWSPAPER: 55,550 A.B.C. 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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NPA lift ban on sponsored radio ad 
mentions: Pye take ‘Star’ full page 


The Newspaper Proprietors’ 
Association has lifted its 22- 
year-old ban on references to 

€ sponsored radio programmes in 
advertisements appearing in its 
member publications. 

It is now open to the individual 
newspapers to use their own 
discretion in the matter, says 
the NPA. 

The council of the Newspaper 
Society will consider whether to 
fall in line with the NPA at its 
meeting on Wednesday, July 6. 


TV research 


First to take advantage of the 
lifting of the ban were Pye Ltd. 
Through their agents, Arks 
Publicity Ltd., they had a full 
page in “The Star” yesterday 
(Wednesday) for their weekly 
Donald Sinden record pro- 
gramme on Radio Luxembourg, 
“Spin with the Stars.” 

The full-page also announced 
that the Pye “People are 
Funny” programme will return 
to Radio Luxembourg in late 
August. 


‘agreed in principle’ 


[HE Institute of Practitioners in Advertising and the Incor- 
porated Society of British Advertisers have reached 
agreement in principle on the establishment of a research 
organisation to measure commercial television viewership. 
Important talks are now being held to work out plans for 
the establishment and operation of an audience research 
bureau, and early developments are expected 


This body would provide a ser 
vice similar to that of the Audit 
Bureau of Circulations for the 
press. 

If the picture drawn from dis 
cussions at the Advertising Asso- 
ciation Conference last month 1s 
iny guide, a research organisation 
may be expected to be established 
soon with the support of the pro- 
gramme contractors as well as the 
yrganised bodies of advertisers 
and agents. 

During a television quiz scs- 
sion, C. W. E. Truefitt, a director 
ff Associated-Rediffusion Ltd., 
aid he was sure the contractors 
vould “consider very favourably 

ving financial help” towards 

idience research. 

R. A. Bevan, chairman of the 
PA’s TV, film and radio sub- 

mmittee visualised “some kind 

f disinterested bureau.” 

Richard Meyer, director, Asso- 

ited Broadcasting Co., Ltd., 

1id his company was prepared to 
1y for research, and he had 
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ISBA Conference 
‘PLANS FOR 
TO-MORROW 
THEME 


Plans for the 
Society of British Advertisers’ 
Conference of Advertisers in 
October are now taking shape. 

Theme of the con 
“The Advertiser 
morrow,” and its aim, say ISBA, 
is to make the conference “of 
interest and value to British 
ndustry, with the emphasis on 
the responsibility of the adver 
tiser,” 

It will be a closed conference 


Incorporated 
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Plans for 


vs : irvey in October “jn the sense that it will be con 
yureau p an 6oeeeee + fined to representatiy ol 
ISBA and of companics which, 
a fF + as advertisers, are eligible for 
“54 Max Factor wembersnip 
/ TV’ Frank discussion 
spo $s on This decision was made, say 
bec: 4 Wea It « 
en or state that they ISBA, LUSC vas fe that 
; advertisers should be given the 
have | 54 minute com 
; mn spots for their opportunity of frank discussion 
cnet . - ‘ - and exchange of views at this, the 
ange z first conference organised by 
A ix Factor cosmetic, ISBA for some years 
Secret kK " to be launched A social programme is being 
with ex advertising late = arranged. PRO Hereward Phillips 
ilready made proposals to the = ‘hs c carly mext year has been appointed to assist in 
IPA and ISBA. \ge ‘fax Factor are Crane the organisation of the con 
ISBA this week named their Publ ference 
representatives on a joint com The luct is believed to Delegates to the conference 
committee on television audience be a Ww sh beauty treatment will assemble on the evening of 
measurement set up with the IPA Davi r, chairman of Thursday, October 6, and the 
They are Humphrey F. Chilton Max Fa & Co., arrived in main business will take place on 
(Horlicks Ltd.) and G. F. Dodd Londor Monday before tour Friday and Saturday, October 7 
(Imperial Tobacco Co.) ne Et and 8 
THE ADVERTISING MAN’S GUIDE TO ASTROLOGY 


Q®© CONTRAST for CANCER 


Cancer subjects know well enough 


Take a note of it. Make 
got all the facts and I'll go 
guarantee you a change 


things have been like far this ye i could say more 
fact | would go so far as to say U Oh' while you've got your paper and 
one knows better. But I have news for you luckk pencil out make a note that Publi 
(or lucky) people. It’s all goin tn dite Service with a 4 m. circulation is a 
- " gommg to be Civeres very good buy at not much more 
Lucky numbers change from 7 to 9 than I1/- per thou. Mind that step ' 
Lucky colour changes from red to green and the ack lo ms Om for that bus! And good 
to red again luck 
PUBLIC SERVICE 
The official journal of NALGO 
Reginald Harris Publications Lid., 3, Stanhope Row, Mayfair, Wi GRO M877 


Lucky date is 19th of Sagittarius 
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This continental travel window display, featuring a dock and mountain 


ene, is one of the new displays 
British Railways for circulation to 


produced by the Eastern region of 
travel agents in the ‘London area. 


Self-service stores to 
launch free monthly 


Premier Supermarkets Ltd. and 
their associate firm, Express Seif 
Service Stores Ltd., are to launch 
» self-service monthly called 
“Supermarket Times.” It will be 
‘istributed free. First issue will 
be next month. 

Handling the project is John 
Wilder, of Marketing Consultants 
Ltd., advertising agents for 
Premier Supermarkets Ltd 

The paper will be supported by 
jational advertisers, many of 

wom are reported to have 

ooked space already, but Mr 
Wilder says that it has been de- 
ided to restrict this 

“We do not intend to run the 
project at a profit, but as a mutual 
iaison service between customer, 
supplier and store. Its success 
depends on the PRO; here is a 
medium designed to enable better 
public relations for the products 


in the store.” 

The editorial make-up will in- 
clude features on fashion and 
beauty, gardening, plays, books, 
films and foods 

For the first issue the 60,000 
circulation will be divided 
equally between the three areas 
of Richmond, Streatham and 
Earls Court, but circulation is ex- 
pected to increase by the end of 
1956 to 250,000 

Additional feature of the paper 
after September, hopes Mr. 
Wilder, will be the programmes 
for commercial TV. The con- 
tractors, claim Mr. Wilder, are 
“interested” at the moment, but 
no decision has been announced. 

Distribution of Supermarket 
Times will be mainly through 
newsagents, who will send it out 
with their customers’ Sunday 
newspapers once a month 


Kemsley, Layton aid for ‘Two Freds’ 


Kemsley Newspapers Ltd. and 
c. & E. Layton Ltd. have again 
made notable offers to help this 
,ear’s programme of the “Two 
Freds” cricket match for NABS. 

The Hon. Lionel Berry, Kem- 

ey’s deputy chairman, writes 

We shall be pleased to print 
the programme as in previous 
vears 1 thought your “Two 

Freds” effort last year was quite 

remarkable and I wish you even 

vreater success this year. I am 
delighted to support NABS in 
this way 

This will be the third year in 
uccession that Kemsley News- 
papers have printed the pro- 


gramme free of all charge. The 
work will be carried out at their 
general printing works at Stock- 
port 

The Layton offer is, for the 
second year running, to make, 


free of charge, the blocks for full 
colour pages booked by sup 
porters Already there is keen 
interest to take full advantage of 
Layton's generosity 

Another early helper is the 
well - known commercial artist, 
Mervyn Wilson, who has agreed 
to design a full colour cover. 
Mr. Wilson has also said that his 
original drawing can be put up 
at the auction which Harold Fish 
runs after the match 

In the first week of John Sime’s 
appeal for the programme, more 
than £1,000 worth of space has 
been booked and there is every 
prospect that the programme will 
be bigger and contain more colour 
than last year's 

The match, organised by the 
Fleet Street Column Club, takes 
place at Hurlingham on Wednes- 
day, September 7. It is the 2Ist 
in the series. 


‘The Times’ stands firm 


STALEMATE IN 
NEWSPRINT 
SCHEME 


The opposition of “The Times” 
to the Newsprint Supply Co.'s 
plan for voluntary rationing of 
newsprint by the newspapers 
themselves has brought a stale- 
mate in negotiations, says F. P. 
Bishop, MP, general manager of 
the NSC. 


“The whole scheme its now in 
cold storage says Mr. Bishop, 
“with no prospect of general 
agreement 

The President of the Board of 
Trade, Mr. Peter Thorneycroft. 


MP, has again told the Commons 
that he would ke to see the 
newspapers take voluntary 
rationing 


‘Lame substitutes’ 


He was replying to a question 
by Lt.-Col. Marc Lipton, MP, 
who had asked 


“Why does the dent of the 


Board of Trade kee n provid 
ing one lame ute alter 
another for c« ing rationing 
10 years after the How 
does it come vat the 
Government t eve in 
rationing news dollars 
have been waste so many 
other imports whic ould be 
obtained fron dollar 
sources ?” 

Mr. Thorneycroft d that he 
shared Colone! Lipt sd ke of 
controls, but the sion of 
when we could ¢ i con- 
trois on the import ‘sprint 
depended on the ba f pay 
ments situation 

“So long as we | trols 
on imports it is neces to Nave 
some form of ratior rrange- 
ments. In so far as can be 
taken over by the itself 
I shall be very happ he said 


More from Canada 


Canada exported nearly 487,000 


tons of newsprint month, 
compared with just 461,000 
tons during May, 1954. Nearly 
29,000 tons went Britain, 
against a little more than 20,000 


last May 
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This “‘magnetic hand” is one of the 
atest point-of-sale displays being 
supplied by Batchelors Peas Lid. to 
retailers for use with displays of 
canned butter beans The cut-out 
figure of a hand with pointing index 
finger has a yellow background with 
the caption “Buy Batchelors Golden 
Butter Beans.’ It is attached to the 
cans by a magnet. 


BSI to examine 
detergent 
pack complaints 


Cartons for detergents and 
soap powder are criticised in the 
report of the women’s advisory 
committee of the British Stan- 
dards Institution 

It wants British Standard tests 
for conventional cartons to cover 
stability on a tilted board and in 
a breeze (as from an open win- 
dow), and also on the damp resis- 
tant quality of the material used 

The BSI packaging committee 
has appointed a small sub-com- 
mittee to examine this question, 
along with other complaints 
about household packaging 

The women’s advisory com- 
mittee alsq wish to see size label- 
ling for women’s outerwear and 
“permanent” size labelling for 
men’s and boys’ outerwear. 

The committee has publicised 
its views in articles and talks, in 
18,000 copies of its Shopping 
Guide, by furniture demonstra- 
tions and by a quiz at the Packag- 
ing Exhibition. 


Guinness send bottled greetings 


Answers from many countries 
are, it 1s reported, coming in to 
Guinness Exports Ltd. in re- 
sponse to certificates which have 
been dropped into the sea in 
$0,000 bottles at various latitudes 
in the Atlantic, Pacific, and India 
Oceans 

Ostensible purpose of the 
“drop” was to test the sealing of 
the bottles, but the certificates, 
each of which was numbered. 
carried publicity material for 
Guinness, and a detachable por- 
tion for the supply of details as to 
the finding of the bottle. 


Headed “Greetings,” the certifi- 
cates bore the signature of A. W. 
Fawcett, managing director of 
Guinness Exports. A small pro- 
motion booklet was also enclosed 
in the bottle. 

Replies have come from as far 
afield as the West Indies, South 
America, India, Ceylon, the 
Philippines, Indonesia and Aus 
tralia In many instances the 
writers have supplied lengthy 
reports on the ways of life and 
standards of living in their own 
parts of the world. 
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HULTONS PUBLISH 1955 READERSHIP SURVEY 


More information on household 
reading habits, TV set ownership 


Hulton Press Ltd. have published for the ninth consecutive 


year the Hulton Readership Survey. 


The 1955 Survey 


“follows very closely the pattern of its predecessors,” say 


Hultons. 


Some 3,000 copies have gone out this week to advertisers 
and agents throughout the country. 


Various items of information 
have been added this year, and 
modifications in layout have been 
made 

Among the most important 
changes or additions are: 

@ A new classification of reader- 
ship figures by types of house- 
holds, showing the readership 
habits of different types of 
houscholds as opposed to 
individuals in those house- 
holds. 

Fuller information on television 
ownership. 

Introduction of sole readership, 
showing the proportion of 
readers of one publication only 
amongst other publications of 
the same general type. 

The 1955 Survey also includes 
i: detailed analysis of informants’ 


yecupations analysed by social 
class groups; a more detailed 
inalysis by age group; an 


inalysis of housewives by age; 

map of the distribution of 
nterviews; and a photograph 
copy of the questionnaire used. 

The completely new classifica- 
tion of readership figures by types 
of household, say Hultons, results 
from work by the British Market 
Research Bureau, details of which 


ISBA annual 
lunch off 


The annual luncheon of the 
Incorporated Society of British 
Advertisers, which was to have 
been held on Tuesday, July 12, 
has been cancelled. 

Lady Tweedsmuir MP, who was 
to have been the principal 
speaker, will be overseas on 
parliamentary duties on that 
date 

Alan Whitworth, director of 

ISBA, states: “Unfortunately 
it has not been possible at such 
short notice to find a speaker 
of equal distinction to take her 
place 
In the circumstances it has been 
decided, after consultation with 
the Society's honorary officers, 
to cancel the luncheon and 
devote the time and effort that 
would normally have been 
expended on it to the ISBA 
conference of advertisers at 
Hastings in October.” 


Rank agents 


Wilfrid Tisbury & Co., Ltd., 


have been appointed to handle 
Arthur 


Rank 


dvertising for J 
Screen Services Ltd. 


are available in a 
pamphlet 

Hultons claim that the new 
classification makes it possible to 
see clearly for the first time the 
effect of different types of house- 
holds on readership 

With the coming of commer 
cial television considerable 
interest will be taken, say Hul- 
tons, in the information in this 
year’s Survey on television owner- 
ship. 

“To carry our investigation on 
this subject a stage further this 
year, informants were asked 
whether their set was rented or 
owned, and if owned, how long 
they had had it 

“This enables us to ascertain to 
a fairly accurate degree the num- 
ber of sets easily convertible to 
receive commercial stations, and 
these figures can be analysed, in 
turn, by individual regions,” 
claim Hultons 

Tables are given on the age of 
TV sets, the frequency and dura 
tion of viewing, and the composi 
tion of the TV audience 

The Survey contains an ex 
planatory note on the fieldwork 
on which the Survey was based 
This fieldwork began on January 
3 this year, and a quota sample 
was planned, aiming to cover 
13,000 personal interviews during 
the next 13 weeks 

After nearly 12 weeks of field 
work had been completed, how 
ever, the London newspaper 
strike put an immediate stop to 
all fieldwork 

“It is on the 11,592 interviews 
obtained up to the time of the 
strike that the Survey is based.” 
Hultons continue, “for analysis 
showed that, despite the curtail- 
ment of the fieldwork, the sample 
retained its proper distribution. 

“This was due to the initial 
quota design being balanced for 
each day’s fieldwork, and to daily 
control of the quotas thus estab- 
lished.” 

As in previous years, the 
sample was weighted by class, 
with twice the proportion of 
interviews being secured among 
the A. B and C classes as among 
the D and E classes. The con 
trols used in designing the quotas 
were seX, socio-economic class, 
age and occupation 

“All the fieldwork was carried 
out under careful supervision and 
included both personal and postal 
checks on the accuracy of the 
returns,” say Hultons. They also 
claim that the Survey “fully con- 
fofms to the standards of report 
ing laid down by the Market 
Research Society.” 


separate 


4 


‘Poster ideas are 
being used 


9 

already 

R. G. Breeze'’s 

British P 

ciati 
last week 

More O'Ferra 

done it already 

Mr Breeze 


advice to the 
Advertising Asso- 

“nee at Eastbourne 
een challenged by 
Ltd. on the “we've 
* grounds 


n conic 


who is the man- 
ager of tl door department 
of Erwin W & Co., Lid., said 
at Eastbo that a rotatory 


scheme should be introduced, and 


wider use ide of bulletin 
boards 

E. R. M O’Ferrall told 
ADVERTISER © WEEKLY this week 
that his firm had had in opera- 
tion a rotatory scheme for 
bulletin | for several years, 

For bulle boards, says Mr 
O'Ferra | O'Ferrall have 
already pioneered in this country 
large sca cut-outs of packs 

one of Mr. Breeze’s recom 
mendati nd have produced 
a number displays illustrating 
various f[ ts 

“Mr. Bi also urged outdoor 
advert npanies to produce 
more tatistics,” said Mr 
O'Fert nt with which I 
very strongiy agree 

“Our pany recently pro- 
duced y called Awareness 


mm More O'Ferrall 
This study, pro- 
search Services Ltd., 
lue of good outdoor 


of Adverti 
Bulletin B 
duced by R 
shows the 
advertising 


“In 200 interviews in one town 
[Exeter] 63 per cent were abso 
lutely correct in naming adver 
tisements that had appeared in 
Exeter on More O'Ferrall bul 
letin boards, and no advertiser 
had more than one bulletin board 


in the town 


Trish students 


A survey of undergraduates at 
Dublin University, carried out 
by Trinity News, shows that 30 
per cent of them read the Jrish 
Times and the same percentage 
the Daily Mail. Some 18 per 
cent are regular readers of the 
Manchester Guardian 

On Sundays the preference of 40 
per cent is for The Observer ; 


¢ O'Ferrall bulletin board with a cut-out pack 


Classified ad 


men speak at 


US conference 


A three-man feam of newspaper 
men left London by air on Sun 
day for a visit to the USA. They 
are R. W. Grundy, information 
officer of the Newspaper Socicty ; 
H. Hatton, advertisement man 
ager, Birmingham Mail and 
L. J. Stallard, advertisement man 
ager, Express & Star, Wolver 
hampton 

They will study the work of the 
Bureau of Advertising, visit 
various newspaper plants, address 
the 35th conference of the Asso 
ciation of Newspaper Classified 
Advertisement Managers at 
Rochester, NY, and inspect a 
newspaper promotion organisa- 
tion called Illinois Daily News- 
paper Markets Inc 

Mr. Stallard is chairman of the 
West Midlands Newspaper Adver 
tisement Executives’ Association 
organisers of the annual Clas 
sified Advertising Conference 

They will leave New York on 
the Mawetania for home on 
Tuesday, July $5 


Space buyers v. reps 
This year's space buyers versus 


representatives cricket match will 
be played at the old Finchicians 


Club on Wednesda July 27 
Anyone interested in playing 
should contact the respective 
team captains, Len Nash of 


London Press Exchange Ltd. for 
the space buyers or Moss Walters, 
Kemsiey Newspapers Ltd., for 
the reps, by Wednesday, July 6 


are surveyed 


and 24 per cent for the Sun- 
day Times, with the Sunday 
Express third on the list with 
a 17 per cent readership 

The financial position of the 
students was also examined and 
showed that the average male 
undergraduate has £3 12s. a 
week pocket moncy; women 
have slightly less, £2 Is 
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New president for 
Women’s Ad Club 


At the annual meeting of the Women’s 
Advertising Clab of London the following 
officers were elected for the coming year: 

President: Miss Vivienne Wright (S. H. 
Wright & Co., Ltd.); vice-president: Mrs. 
Kathleen Howie (Saward, Baker & Co. 
Litd.); honorary secretary: Mrs. Spencer 
Phillips (Colman, Prentis & Varley Ltd.): 
honorary treasurer: Miss Gwen Ferguson 


Miss 1. E. Franklin (G. S. Royds Lid.), who was the club's NABS 
steward for the past year, was responsible for the collection of more 
than £1,400, the highest amount in any one year by the club. 


June 23, 1955 


TV SPOTS FOR SMALL ADVERTISERS 


advertiser. 


(William Hollins Ltd.). M L. L. Goldberg, director 
Miss Olive Bird, Mrs. M. Coglan, Miss of Te als ied the follow- 
. 0. M. Hirst and Miss M. Wenmoth were ing s t week : 

, elected to the committee, while Miss D. a ils Ltd. have learned 
Miss V. Wright Edmondson and Miss G. G. Thomas will with sa of the sudden 
continue to serve on the committee. revision « y the televi- 
Miss Wright began her advertising career with S. H. Wricht & sion vt contractors. in 
Co., Ltd., in 1926, when the firm was founded, and became a director ew <— th ie f : 
in 1943. She is at present managing director. She became an ae ; SEES EOS 
associate of the Institute of Practitioners in Advertising in July gotten sma crs, oF whose 
1940 and is now a member. interests the ef! Televisuals 

Theme this year, Miss Wright hopes, for speakers at the club have C ‘ directed 
dinners will be the British Commonwealth, commencing in October “Televisua lf n common 
with a leading speaker from Australia. with innumer nall adver- 


ews of the 
contractors’ 


plans 
Cost saving 
In - view f substantial 
Vorwich savings sts which 
ga oan result fr the 7 ials’ tech- 
’ s ‘ 
Small retailers nique, small a ers will 
oe doubtless be examine 
and advertising their total from the 
rT ‘ ' contract [ 
Thx sma retailer ., pe ds G. A. 1 vertisement 
largely on national advertising by é , Phy 
the manufacturers of branded 4 ited-Rediffu- 
goods,” A. W. Plowman, editor of eK d I at there 
Stores & Shops, told the Publicity suddetr on of 
Club of Norwich and Norfolk - nt i con 
recently yo ate. He desc > Tele 
Mr. Plowman, who spoke on { INin visuals’ idea as igainst 
“Advertising and the Retailer,” said ; mi A-R policy { , 
that the retail set-up of this country _* MAU “Ww , 
fell into two sections, the smail 783 CML e had and ha ention 
shopkeepers who had about 46 per = of sub-contract 1, “and 
cem of the total trade, and the from the first w i every 
large-scale retailers, in the form of intention of mak for the 
multiple shops and stores ; : ' smaller adverti vas shown 
He said that the larger type of Children on holiday in Blackpoo ae atetoma ” 
i , Our Stale c ck 
retail organisation preferred on the and Brighton will be able to get a Neith 
whole to be “merchant adventurers.’ free lift in “Junior Mirror’ Bond either A-R \ ciated 
offering characteristics, not exclusiv Minicars decorated in Juni Broadcasting Ci at the 
merchandise to be retailed at their Mirr colours, which have been moment abie t details 
own price b by the cae. To receive a or costs of tl » from 
, uidren wii Mave 10 wave a 5 to 10 seconds e¢ ch were 
Bournemouth 7 f the “Junior Mirror described as appear 
ances, produ and 
. s > > . anc 
Members’ jobs Revenue up time signal ant nts” in 
At a recent meeting of th Larger advertisement revenue their statement 
Publicity Club of Bournemouth mad possible by increased Major Goldberg taking on 
held at the Grand Hotel, eight paging, contributed to a rise of further staff for Ty ils Ltd... 
members spoke for five minutes on Unites Newspapers’ gross profits and is at prese engaged in 


“My Job in Advertising.” 


Group brochure 


Information about the markets 
covered by the provincial papers, 
both evening and weekly, in the 
Provincial Newspapers Ltd 
group is presented in a new 
brochure issued by Commander 
A Robertson-Macdonald, the 
group's advertisement director 

The papers whose coverage is 
analysed are: Edinburgh Even 
in News Yorkshire Evening 
News Lancashire Evening 
Post and the Northampton 
Chronicle & Echo, and the 
Burnley Express & News, Black- 
hurn Times, Preston Guardian, 
Lancaster Guardian series, 
Northampton Mercury & Herald, 
Northampton Independent, Nun- 


L89.906 to £30,818. making more pi 


covers provincial papers’ markets 


eaton Observer series. and Don newsagents, and other retail 
i Cazetle shops 

In each case there is a map of Services listed are hairdressing 
he irculation area, with the restaurants and < otor trade 


ABC circulation figure analysed establishments d sce 


‘ flianeous 
t basis of 10-mile, 20, 30 repair services 

and over-30 mile radius Additional information given 
the numbers of retail outlets includes genera! facts about the 
given under the following panep and the areca vered : 
. ; a i c cov n 

s: hardware, men’s wear about the main industries. distr 
clectnical goods, boots and shoes. bution of labour and tan jard 
! ” shes ovat os : iat | Stanc c 
ind dairies, greengrocers of living factors in the main town 


frurterers, bread and flour confec 


. in the area; and the paper's 
women’s and children’s - Pr 


advertisement rates, and mechani- 


wear butchers, fishmonger Seamer : , 
" i Cc 1arketing t 
poulterers chemists wares. <a ar . TY i ing data 
PhHotogr phic goods other food The brochure c vers only the 


and drink and general shops, provincial newspapers in the 
tobacconists, confectioners, and group 


Televisuals ‘eagerly await’ 
new plan by contractors 


Televisuals Ltd. have replied to last week’s statement by the Tele- 
vision Programme Contractors’ Association that the contractors are 
making their own arrangements for TV spots for the smaller 


Twenty-one-year-old model Jea 
Clarke has been chosen “Miss Tel: 
visuals" of commercial televisior 
Here she studies the picture of th 
three French models who have 
already signed with Televisuals Ltd 
Silvana, Genevieve, and Colette, wh 
with her will show British fashion 
on commercial TV for Televisual 


100 electrical 
exhibitors 


A hundred firms and associa 
tions will be taking part in the 
exhibition being held in conjunc- 
tion with the British Electrical 
Power Convention at Brighton 
next week from Monday to 
Saturday. 

This, it is claimed, will be one 
of the largest electrical shows 
ever staged outside London. It 
will be held in the Sports 
Stadium. 

As last year, the Convention 
will be attended by a large 
number of journalists from the 
general, technical and trade press 
It will take place at the Dome. 


a . . 
‘Surrey Advertiser 
ad record 

When he referred last week to 
the record number of classified 
advertisements carried by the 
Saturday edition of the Surrey 
Advertiser on May 14, our con- 
tributor Wilton Evan said the 
journal was “only half the size 
of the Kent Messenger.” In fact. 
the Saturday issue of the 
Advertiser is a full-sized journal, 
and the 46 columns of classifieds 
plus 17 of auctions and officials 
in a total of 153 columns on 
May 14 bore direct comparison 
with those of any other news- 
paper. We regret having confused 
the Saturday edition with the 
mid-week edition, which is of 
smaller size 
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POSTER CONFERENCE PICTURES 


The civic reception at the Winter Garden and the ball at the Grand Hotel 


re the social 


nference at Eastbourne last 


ronto (left), is seen with S. C. F. 


at the 
oe 


Ph, 
“ 


< 


4t the ball Ronald Ticehurst, Eastbourne's director of publicity 
between J. F. Bennett (Young & Rubicam) and Mrs. 


{nother group at the ball (eft 
S. Campbell, E. H. Doubl oday 


er. 


to right): G. 


highlights of the British Poster Advertising Association 
week. 
Allen (David Allen) and Mrs. 


reception 


Here W. H. Williamson, of 


Allen 


cease sh at 


Ticehurst 


> 


Gwyther (W. H. Smith), Mrs. 


H. J. Ellinger (Mills & Rockleys), and 


. S. Campbell 
(See Mainly Personal, page 714) 


\EW OFFICES FOR PLYMOUTH PAPER 


The Western Independent, Ply- 
ith, whose premises were 
troved by enemy action in 
moved their editorial 
i commercial departments into 
ew suite of offices in the Royal 
lding at St. Andrews Cross 

The printing works will remain 
Ivybridge, where temporary 
emises were taken at the out- 
eak of hostilities to house them, 
the necessity arose. A print- 


4 have 


ine ress over 60 years old, to 
gether with a few linotype 
machines, was removed there, 
and on the destruction of the 
Plymouth works and offices, 
printing continued there until the 
end of the war with this plant. 
In 1945 a new printing press, a 
battery of 48 and 50 linotype 
machines, an autoplate, and other 
new machinery were installed. 
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, is seated 


ATTEMPT 
TO CONTROL 
PLANE ADS 


In a move to control advertis- 


ing from the air, the Association 
of Municipal Corporations, repre- 
senting more than 400 local 


authorities, hes 


n approached 
by a number 


members and 


also by the M ry of Housing 
and Local G ment. 

The Asso s town plan- 
ning comm n a report to 
the Associ says: “We are 
disposed, nk, from the 
informatio ent before us, 
that the mo actory method 
of control be by Minis- 
terial orde: libiting all or 
certain type uch advertising 
over specific: s, provided that 
interested authorities are 
given an ity of express- 
ing their vic 

Further ation between 
the Ministry | the Association 
is advocated | he committee. 

A spokes f the Associa- 
tion says tha ction has been 
taken to t se of a loud- 
speaker f1 idvertising plane 
and it was felt that sky- 


writing mi 
to road use 
distracting t! 


litute a danger 
pedestrians by 
tention. 
Al prese: ‘re is 
under the 
aerial adv 
Sevente 
Richmond 
a petition t 


nothing 
ys to prohibit 


suseholders at 
have signed 
local council to 


“protest stroog against the 
intrusion of privacy” by a 
talking air vhich broadcast 
advertising e borough council 


ided to place the 
e Association, 


on Tuesda 
matter be! 


T . 
New ideas 

All pha f advertisement 
product e covered at the 
first Na \dvertising Indus- 
tries. Expx which opens this 
Sunday, a Morrison Hotel, 
Chicag 

The ev last three days, 
and exh will include art 


{ display studios, 
printers, en 


studios, sign a 
photograp! 


gravers makers, typo- 
graphical trade shops, direct mail 
companic { modelling ser 
vices. A display will be 
the products of premium firms, 
advertising speciality concerns, 


visual aids, packaging and label 
companies 

The exposition will include a 
“new ideas on display” feature 
designed promote the accept- 


jeas in all phases of 
industry. The 
Wm. Baker & 
Associates, a trade exhibition 
management firm, claim that a 
complete picture of the activities 
and advances in the advertising 


ance of new 
the advertising 
organisers, L. 


ADVERTISER'S WEEKLY 


Window screen 


This new display unit for Huntley & 


Palmer Lid.’s biscuits and cakes is 
shown above in the form of a screen 
which can be adjusied to fil any 


size of window. When expanded 
fully, the screen can make a centre 
piece for displays of any kind 
Made up of assorted \0-(b in 
labels, pasted on lids with connect 
ing rods running down the sides 
they are supplied grocers free of 


charge 


BIF stand in 


London store 


Raphael Tuck & Sons’ “Con 
tinental Village” at John Barkers, 
of Kensington, was opened 
recently by Miss Jean Kent. The 
Village was Tuck's original stand 
at this year's British Industries 
Fair, and it is claimed to be the 
first time in the history of the 
BIF that a stand had been rebuilt 
in its entirety in a London store 

The Village has six houses, 
each of which shows Tuck's pro- 
ductions, including greeting cards, 
children’s books, table stationery 
and postcards, “Raphoil” paint 
ing by numbers, and the Stixit 
gum-point pen. At John Barkers 
these productions will be sold to 
the public from the houses 

The Village, which has its 
village green and lamp-post, 
covers nearly 900 sq. ft. 


on display in America 


the exposition will be 


Queen of 
Miss Advertising 
Jean Lewis 


1955" arol 


industry will be presented “under 
one roof 

A comprehensive publicity 
campaign for the show has been 
arranged for newspapers, trade 
journals, radio and television. 
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News A 


New Lockheed 
publicity job 


Bert W. Holloway has been 
appointed corporate director of 
advertising, publicity, and promo 
tion for the Lockheed Aircraft 
Corporation, The newly-created posi- 
tion in the corporation is designed 
to co-ordinate the advertising, pub- 
icity and promotion activities of 
the several divisions and subsidiaries 
of Lockheed and to intensify the 
general effort in these fields in the 
United States and other countries 

* 


* * 

G. G. Goodwin, publicity man- 
ager for Sheepbridge Enginecring 
Ltd., Sheepbridge, Chesterfield, who 
has been with the company for 
about two years, has been appointed 
iO a senior executive post with 
Tecalemit Lid concerned with 
market research. He takes up his 
new post at the company’s Plymouth 
offices towards the end of June 


THANKED BY THE 
PRIME MINISTER 


To two men who helped him 
during the General Election, Sir 
Anthony Eden has given gilt- 
edged black leather wallets, in- 
scribed with their initials and 
the words “from A.E., May 26, 


1955.” They are Colin Mann, 
of E. D. O'Brien's public rela- 
tions consultancy, and John 
Lindsey. 

Mr. Mann, who acted as Sir 
Anthony's personal assistant 


throughout the Election tour, 
was press officer at the Conser- 
vative Central Office when 
“Toby” O'Brien was head of 
publicity services there. He 
then became head of Lintas In- 
formation Services before rejoin- 
ing Mr. O'Brien. 

Mr. Lindsey acted as the 
Prime Minister’s press officer 
during the election. 


Geoffrey Jaggard, who has been 
16 years in public relations, and 
who has been a senior executive 
with Voice & Vision Lid. and was 
formerly with Mather & Crowther 
Lid joins Associated-Rediffusion 
next month as head of viewer rela 
tions. Brian Begg, of the BBC Tele 
vision Centre, is also to join A-R as 
press officer Miss Sally Suther- 
land, who has been in charge of 
press relations at A-R until now, is 
expected to move to the production 
side, together with Hw Findlay, 
who has recently joined the com- 
pany 


* * 
Miss Ivy  Mackwen, formerly 
principal of Northern Publicity 


Service, has taken up an appoint 
ment as advertising manager of 
Thomas Marshall (Maribeck) Ltd., 


of Leeds 


* * * 

Howard French has been ap 
pointed editor-in-chief of Associated 
Newspapers Lid. in Manchester. It 
1S an entirely new appointment 
W. C. Sheppard remains Northern 
editor of the Daily Mail and 
A. L. Viggars remains northern 


bout | 


editor of the Sunday Dispatch. Mr 
French, who has been with Asso- 
ciated Newspapers for 19 years and 
who is at the moment editor of the 
Weekend Mail, will take up his new 
appointment immediately 

* 


Vernon R. Bell, circulation man 
ager of the Sunday Express, is 
relinquishing his position to take 
over the Sunday Wholesale News 
agency at Leicester D. F. A. L. 
Fosbery, the present deputy circula 
tion manager of the Daily Express 
has been appointed circulation man 
ager of the Sunday Express 

S. J. Felton becomes deputy cir 
culation manager of the Dail; 
Express and L. A. Milburn is leav 
ing the Junior Express to become 
an assistant circulation manager of 
the Daily Express 

A. V. B. Hewett will continue in 
his present capacity of night 
assistant circulation manager of the 
Daily Express 

* * * 

George T. Taylor, advertisement 
manager of the Leicester Evening 
Mail, has been installed as chairman 
of the Leicester branch of the 
Incorporated Sales Managers’ Asso 
ciation He has been a member 
since 1935 

* * * 

Anthony Clarkson is relinquish 
ing the editorship of Illustrated to 
take up a new appointment as 
assistant to John Gammie, editoria! 
manager of Odham’'s general maga 
zines. New editor of /llustrated is 
Connery Chappell. 

* * * 

Kenneth Wright, director of 
Everett's Advertising Ltd.. is attend 
ing the opening of the Brussels 
Trade Fair to-morrow (Friday) 
where Dylan, British shrink-resist 
process for wools, is being featured 
in the Ambassador Pavilion. While 
in Brussels, he will also visit the 
Publi-Synthese Agency, with whom 
Everett's co-operate in Belgium 

* * * 

In Stockholm last 
delegates from the 
countries of the International 
Organisation for Standardization 
elected as their fourth president 
Sir Roger Duncalfe, president of 
the British Standards Institution 
He will hold the presidency for 
three years from next January 

* * 

George S. Childs, publicity man 
ager of Insh Assurance Co., has 
been appointed to a special com- 
mittee to organise the 21st birthday 
celebrations of the Old Dublin 
Society. 


Saturday 
47 


member 


Bert Holloway D. 


Powell 


Three peri 


rs acted as independent judges of the national window 


display cont ganised by Lyle & Scott Ltd., the Hawick hosiery an 
knitwear manufacturer L. to r. round the table are R. T. F. Candal! 
(“Man and H ), W. G. Woolmer (‘Ourfitrer’), G. G. Griffiths 
(men's marketing ' er, Simpson (Piccadilly) Ltd.), and Arthur J. Symes 
(Display. Desis , Presentation’). Looking on are Ueft) F. R. Ward 
advertising manaver. Lyle & Scott Lid., and Clifford H. Downing, sai 
director. First pr f £100 went to Owen Owen Lid., of Clayton Squar 


Liv erpooi 


Ad men move at 


Shrewsbury 


Dan Powell | sppointed 
advertisement f f of the 
Shrewsbury A 


succession 
to G. A. (Tony) Eastham, who is 
moving to the §/ iry Chroni- 
cle. Mr. Pow verked on the 
Wrexham Leader was recently 
transferred he Border Counties 
Advertizer as l fed advertise- 
ment manager 
* * * 

Roth Schuman : Central 
Publicity Services Lid. as an 
account executive P isly she 
was public relations off for L. S 
Mayer (London) Lid manufac- 
turers of Bagcraft har gs, Elsma 


costume jewellery and Viking small 
leather goods 


* * * 

Ilan Cochrane | ned Arks 
Publicity Lid nd radio 
executive H \ 1. has 
worked as accour ve on 
major nationa Aus 
tralia, and has b n com 
mercial broadca m his 
schooldays 

* * * 

Godfrey Howarc i of tele 
vision at Foo Cone & Belding 
Ltd.. is in Paris t k working 
on the production of filmlet for 
an FCB client. H © studying 
French TV techniqu nd investi- 
gating facilities f n types of 
commercials in Fr 

* * * 

C. Scott-Fisher d Scott- 
Turner & Assoc I is an 
account executive H ed his 


Ruth Schuman 


first training in advertising in t 
copy-writing department of 
Crawford Ltd., and spent period 
with Burroughs Wellcome and ( 
and J. C. Eno Ltd., and was fis 
years assistant advertising manag 
for the late Cecil Taylor at Va 
hall Motors. He then spent 
years as advertising manager for 
Wix and Sons Ltd., and fina 
became publicity manager for the 
Co-operative Wholesale Society f{: 
a period of eight years Mo 
recently Mr. Scott-Fisher has be« 
acting as a consultant 

* * * 

Leslie Mitchell, television an 
radio commentator, has joined 
Associated-Rediffusion Lid " 
knowledge of and experience i 
television will be exclusively at the 
disposal of A-R,” say the contrac 
tors. He will frequently appear as 
chairman of audience participation 
shows, discussions, panel games and 
similar programmes, and as an 
interviewer. In addition, he will be 
concerned with the promotion and 
presentation of special events, and 
the training of interviewers, an 
nouncers and other personne! 

* * * 

Next Monday Miss Kay Murphy, 
managing director of the Lingua 
phone Institute Ltd., is going 
Iceland to present the first lingua 
phone courses to the President of 
Iceland and to the University of 
Iceland 

7 * * 

Shortly after his return from 
Spain and the Paris Air Show, J. F. 
Sova, managing director of Havas 
Lid., is leaving the country agar 
this time for Berlin 

* * * 

Composer-pianist Billy Mayerl 
has joined Kinocrat Films Lid. a 
their musical adviser for comme: 
cial TV He will be responsible fo 
the ~— choice commissioning of 
artistes, and pres ation of music 
used in TV commercials and pro 
gramme spots made by Kinocrat 
Films. Where required he will hin 
self compose special music 

* * * 


director of Stuart Advertising 
Agency, left by air on Monday 
morning. together with Misha Black 
and Milmer Gray of Design 
Research Unit. to attend the Inter 
national Exhibition of Design at 
Halsingborg 


i 672 June 23, 1955 ‘i 
Zz 
2 _. SS = = a | oe 77> =” ~ 
¥ _ i 6 to 7" 
. ;| & Ce, & 
— : > +. 7 3 cae] ‘ 
a == ~ ’ 7 3 
= oe ih) = ’ * 7 
= = EE _ a :  * i ef % 
.* ' \ 2 Se ~ fan 
cs Poy hs 
, \ : os , a\ ee 
wat % F 1 : = : BS a 
= " ~ Pa = e i 
De ak YF ie Te < res 
S\ \ 7 ot | ae oe J = oe 
rf Se > ee . a 
el 4 “3 . = 
oe + ~ > wan > <i a < ld 
, ieee a? : - : * er a 
- > c 
bag) ‘ 
A - E 
. [7 eg. 
ptt Ah o 
i) ee ta 
an - .. 
ie _ ae 
ps i i 
HI) 4 , * 
a po : ; 
ee irae. 3 
ie ee 
| a : 
‘ 4 
ee 
. ‘ ae 
he, ' Sane 
i ; 
pe ; o% 
i ; — 
i i ; - h 
a ; 1 
“ol : a 
pie 
nt a7 
ce T-3 ” 
Bee a 
an ee SST TPO SFT SH Peete! (es 
es 2 
ae 3 3 he? 
; Lina hy 
* 
| Ys 
wie 
; n% 
il | —— — —————_. re 8 ; 
cane ota _ hee 
m4 re ' * og 
: <a y es 
aru = i -_— | “ha 
P| } 3 | ef | > at 
2 | = . ts 
a . «afl 
P f J i I. R. M ‘ 
r. - is * } ie: : 
an) We 
: i: 
on 4 aol 
iy eC fe an 
3 : , "im 
1 


Junr 23, 1955 


673 ADVERTISER'S W 


| Cultivating the Broad Acres 


EED well sown in the good earth of Y orkshire brings a 
4 bounteous harvest. 


In the sphere of advertising there is a close parallel. 


Sow and reap where so many have successfully 


iz sown and reaped. Include in the schedule— 


, THE YORKSHIRE POST 


and 


THE YORKSHIRE EVENING POST 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO., LTD, P.O. BOX No 168, LEEDS 1. 
ms LONDON OFFICE: 171, FLEET STREET, E.C4. DONCASTER OFFICE: SCOT LANE. 
MANCHESTER OFFICE: 5, CROSS STREET BRADFORD OFFICE: BROADWAY HOUSE. 
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New insurance policy for 
product testing risks 


A broadsheet listing 16 organisations in this country which provide 
market research services on a professional basis has been issued by 
the Market Research Society, and a product test insurance scheme has 


BDMAA award 
winners 


Winners of awards in the 1955 
British Direct Mail Advertis- 
ing Association Challenge Cups 
Contest are: 

CHADWICK CUP ifor the best 
planned direct mail campaign), 
Ruddocks Advertising Ltd 
runners-up, Wellington Press 
Postal Advertising Services Ltd 


SAMUEL JONES - HOWARD 
SMITH CUP (for the best 
single direct mail letter) 


Bodden & Dechy; runners-up, 
Moss Bros. & Co. Ltd. 
BLOCK & ANDERSON CUP 
(for the best house journal), F 
Perkins Ltd., of Peterborough 
runners-up, Omega Watch Co 
(England) Ltd 
KIRKLAND BRIDGE SILVER 
TANKARD (for the most 
inal direct mail letter), 
Austin Reed Ltd. ; runners-up, 
Bradbury Agnew & Co. Ltd 
(Punch) 
BEATRICE WARDE PRIZE 
(for the best staff journal) 
Telephone Rentals Ltd.; run 
ners-up, Shell-Mex & BP. Ltd 
The awards will be presented 
by Sir Frederick Rowland, 
BDMAA president, at a lun- 
cheon meeting at the Criterion 
Restaurant next Thursday 
Runners-up will receive 
BDMAA certificates of merit 
All of the materia! entered for 
this year’s contest will be on 
display. 


150th birthday 


E. H. Bentall & Co., Lid., the 
150-year-old agricultural firm, of 
Maldon, Essex, held a press con- 
ference and luncheon at their 
works to celebrate the anniver- 
sary Over 60 journalists from 
the national and trade press, in- 
cluding farming and agricultura! 
journals, attended. 

A vote of thanks for the 
handling of the event was given 
by W. J. Priest, of The Engineer 
Public relations for E H 
Bentall & Co., Ltd., is handled 
by Marketing Consultants Ltd., 
under the direction of John 
Wilder 


Poster audience 


In the review of Mills & Rock 
leys Ltd.’s second study of The 
Size and Nature of the Poster 
Audience (ApvertTiser’s WEEKLY 
May 26), the table on page 466 is 
derived from Log A=0-6513 log 
population plus 1:3215, and not 
minus 1:3215 


been worked out. 

This is revealed in the Society's 
second annual report, for the 
year ended March 31, 1955 

The report also states that 
during the year a products test 
insurance policy has been drawn 
up to cover the risks involved in 
testing new or modified products 
among members of the public. 

The council has been in con- 
tact with the Institute of Practi- 
tioners in Advertising, the Incor 
porated Society of British Adver 
tisers, and also with Hulton 
Press, on the subject of reader 
ship surveys. 


Two new committees of the 
Society are the chairman's 
idvisory committee, and the 


advertising research committee, 
which was set up to enable the 
council to be informed of 
developments in the whole field 
of research related to advertising. 

At the annual meeting last 
week, F. E. Edwards (general 
manager, British Market Research 
Bureau) succeeded H. Munt (Uni 
lever) as chairman. 

Other members of the council 
are: vice-chairman, A. H. Elliott 
(John Haddon & Co., Ltd.); hon 
secretary-treasurer, M. St G 
Lyster (Alfred Pemberton Ltd.) ; 
members of council W. H 
Brooks (Graham & Gillies Ltd.), 
B. D. Copland (Lambe & Robin- 
son Ltd.), Dr. H. W. Durant 
(‘Social Surveys I td.), F R. de G 
Hewitt (Beecham Group Ltd.), I 
Moss (The Social Survey, C.o.L), 
D. H. Pickard (Research Services 
Ltd.) 


ch is carrying the historic tractor from Dagenham 
\ottingham for the Royal Show. 


Historic tractor on tour featured 


. 5 
In i 

The prod 100,000th 
Fordson M tted with 
a Ford « cing used 
as a featur d Motor 
Co., Ltd.’s Royai § impaign 

Diesel f w first 
choice farmers, 
claim Ford ousting 
alternative 

The bu c at 
Dagenhan " hat the 
historic tractor w i¢ to arrive 
in mid-Ju least 
two clear w . m10n 

Immediate any’ 
tractor div f rela 
tions office w The 
sales promot . t pre 
pared a fi wheel 
base Thames 4D arry 
the Major j sing 
department preparec al for 
its own can pa 

Television incer 


Trade press ads tell success stories 


ACV Sales Ltd., sales organi- 


sation for ACV goods and pas- 
senger vehicles, have launched an 
extensive campaign telling the 
story of various ACV vehicles 
and their operators 

To get the facts, ACV’s joint 
publicity manager and an execu- 
tive of Crane Publicity Ltd., the 
agents, toured the country inter- 
viewing large and small opera- 
tors 

No capital 


One example, the basis of an 
advertisement headed “ The Suc- 
cessful Murphy Brothers,” tells 
of two brothers who arrived from 


Ireland with “a great deal of 
commonsense and very little 
capital Today the brothers 


operate 40 ACV group vehicles 
and are completing the building 
of a large dnd up-to-date head- 
quarters 

Crane Publicity Ltd. say that 
they believe that this is the first 
time that such an approach has 
been used in the commercial 
vehicle field on such an extensive 
scale 


A.E.C.’s never | 


One of the ACV series 

Large spaces are being taken in 
the motor transport trade press in 
both black and white and two 
colours 


ord’s Show campaign 


Elaine Strutt was invited t& 
Dagenham to give the float its 
send-off, and as the float went off 
on the first leg of its tour, phote 
graphs and news releases were 
sent to the national press 

From Dagenham the tractor is 
travelling by way of the Ford 
main dealerships through the 
South Midlands to Nottingham 
the site of this year’s Royal Show 
Altogether 16 dealerships will be 
visited at the main stopping 
points, but others will be touched 
en route. 

The tour has been arranged to 
coincide with market days, suit- 
able county shows and gatherings 
of local farming communities, 
and is so flexible, claim Ford's, 
that fitting in with the main time- 
table, the host dealer may use the 
float to get maximum local 
advantage 

Arrival in Nottingham is timed 


for 4 p.m. on Friday, July 1, 
when the tractor will be incor- 
porated in the Fordson stand 


on the Show ground 

The advertising department is 
reinforcing the PR campaign to 
gain local editorial mentions in 
two ways, through dealers 
directly involved with the tour, 
and through dealers outside this 
“whistle stop” tour. 

Window posters, stereos for 
local advertising and one-shot 
direct mail cards are available for 
dealers 

To supplement these efforts, all 
tractors produced during the 
period will carry streamers boost- 
ing the 100,000th diesel produc- 
tion achievement. 


Profits up 


The directors of Portsmouth 
and Sunderland Newspapers Ltd.. 
in their annual report for the year 
ended March 31, 1955, recom- 
mended a final ordinary dividend 
of 74 per cent, less income tax, 
making 25 per cent for the year 
(same). Profit for the year was 
£369,418, as compared with 
£310,509, for the previous year 
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Introduce the name 


cess | 


— co edt —_— -_—— — 


: Get it known 


POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


SRITISH POSTER ADVERTISING ASSOCIATION LONDON POSTER ADVERTISING ASSOCIATION LTD. 
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Furniture trade calls 


on collective ads 


‘FASHION FORTNIGHT’ PLAN PROPOSED 
AS FIRST STEP BY COMMITTEE 


At a conference called in London last week by the British 
Furniture Trade Confederation, a resolution was passed 
calling upon the BFTC’s general council to plan immediately 
a collective publicity campaign for furniture. 


Collective drives 
—past and 
present 


Mr. Clive told the conference 
that there were at the moment 
some 36 collective advertising 
schemes being conducted. Some 
of them were for 

Carpets, milk, Irish wool, white 
fish, fishmeal, tanners, grocers 
nternational wool, wholesale tex 
tiles, beer, zinc, wines, linoleum 
butter, timber, cheese, leather 
trawlers curled hair, cable 
makers, green crop driers, lead, 
copper, gelatine and glue, glass 
jute, cotton, millers, roofing and 
tiles, clay, fuel efficiency, glazed 
pipes citrus fruits, women’s 
outerwear, knitting wool, tailor 
ing, tomatoes and cucumbers, 
and rayon 

In addition, schemes were 
already being worked out for 
bacon and ice cream 

Mr. Sutcliffe went more 
thoroughly into the history of 
co-operative advertising which, 
he said, went back to 1911 

“The practice of collective 
advertising on a national scale in 
peace-time took shape around 
1922, possibly as a result of 
experience gained by the 
Government in its war-time cam- 
paigns,” said Mr. Sutcliffe 

“Sir Charles Higham, knighted 
for his services to Government 
advertising during the first World 
War, was a strong advocate of 
co-operative advertising.” 

In 1922, he said, came a collec 
tive compaign for British glass- 
house produce, British wire net 
ting and British roofing tiles, pro 
moted by their respective Asso 
ciations 

In 1923, £25,000 was spent on 
behalf of the Rubber Growers’ 
Association. In the same year, 
the British Fruit Trades Associa- 
tion launched the first “Eat More 
Fruit” campaign, financed by 
shippers and brokers in propor 
tion to turnover 

“In all these cases, and in the 
gas industry, the fruit industry. 
the campaign by the _ British 
Trawlers’ Federation, the cam 
paign by Empire tea growers, the 
results achieved showed an in- 
creased consumption in the com- 
modity advertised as the direct 
results of the campaigns, thus 
justifying to the hilt the expendi- 
ture involved,” said Mr. Sutcliffe. 


The conference heard Dennis 
Clive, director of trade promo- 
tion at the International Wool 
Secretariat, say that a comprehen- 
sive all-the-year-round promotion 
would cost at least £100,000. It 
should be co-ordinated by a 
director, working with a leading 
advertising agent 

Second speaker was Henry J 
Sutcliffe, chairman of the collec- 
tive trade publicity committee of 
the BFTC, who said that the state 
of the furniture industry to-day, 
and the competition it would face 
in the future, made it abundantly 
clear that the establishment of a 
collective scheme at the earliest 
possible date was of the utmost 
importance. 


Triple recommendation 


Mr. Sutcliffe said that his com 
mittee’s recommendations were 

@ Some form of collective trade 
publicity would be most helpful 
in promoting the sales of furni- 
ture and bedding. 

@A Furniture Fashion Fort- 
night should be organised as a 
first step in a continuing and long- 
term publicity scheme, to empha 
sise throughout furniture fashion, 
in order to stimulate public 
interest in new lines 

@ For this purpose the appoint 
ment of a full-time publicity 
director and the establishment of 
a small staff and office under the 
control and responsibility of the 


Need to create ‘a 


Dennis Clive told the con- 
ference that British trade associa- 
tions to-day had to create a trad- 
ing climate in which business 
could prosper. This creation, he 
said, was a new and vital respon- 
sibility of which they were collec- 
tively becoming aware 

“This can best be achieved by 
industry-wide action that ensures 
not only the maximum individual 
enterprise and competition, 
because by individual enterprise 
and competition alone can 
healthy, prosperous trade be 
developed, but also embraces 
joint co-operative campaigning 

“You must next consider the 
problem of growing competition 
in advertising and promotion, and 
what effect it will have in the long 
run on your owm trade. Every 
penny that is spent to promote 
the sale of products that rival 
furnishings takes away from the 
public’s potential purchasing 
power for your goods. This com- 
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for immediate action 


Left to 7 e J. P. Griffiths 
(Revelase I Reece (C : 
Lytle 1 VM Goodear| 


(Goodeari Br W ycombe) 
ut the BFTt ive publicity 
Confederatior iid be pro- 
ceeded 

He considered it this could 
be underta} veen £10,000 
and £25.00 first year. 

The cha the con- 
ference deration’s 
president, S ved the 
following res ich was 


carried un 
“This cont ng con- 
vinced that { collective 


publicity is euit for the 
future prospx ynnected 
with the fur f 1 furnishing 
industry asks thé € committee 
appointed | leration’s 
general council § ediately 
plan such a ges the 
Confederation t t ve the 
launching of suc e, and 
that all affiliated on be 
requested to assi cess of 
the scheme rossible 
encouragement embers 
to support it 

The majority a 1eeting 
indicated willing give 
wholehea ted i} the 
scheme and were | ired to 
give it a sounc hacking. 


‘Vital part in 
the future of 
industry’ 


The power and impact of a 
modern publicity and advertisin 
campaign could play a vital pa 
in the future of the furnitu 
industry, said Henry J. Sutcliff 

He surveyed co-operative sale 
campaigns in other countrie 
including the successful schen 
in the USA and Canada, up 
which the majority of the oth 
schemes were based 

“The model upon which thes: 
schemes are based is the Hom 
Furnishings Industry Committe: 
established by our Americs: 
cousins and friends with head 
quarters in Chicago,” he said. 

“This collective trade public 
scheme was really established 
May 1949, when the three ma 
national associations joint 
sponsored the programme. 1T 
initial budget for this campa 
was 55,000 dollars. This bud 
was increased to 70,000 doll 
in 1950. They have very kin 
offered their assistance 

“The backbone of the pr 
gramme is the Home Furnish 
News, the monthly clip sheet se 
to mewspapers and magazir 
throughout the country.” 

Mr. Sutcliffe had something t 
say on commercial televisi 
where he was confident the furn 
ture industry could play a ma 
part in assisting with furnishing 
for backgrounds 

“This will at all times preser 
to the public of this country th 
story of furniture,” he said 

“If we can put into effect—o 
a modest scale at first—a numbe 
of plans for collective publicity 
spectacular results will follow 


better trading climate’—by publicity 


~- 


Furniture 

Radio and T\ 
Refrigerators 
Textiles 
Vacuum cleaners 


petition 1s 
day.” he said 

Perhaps the most significant 
development nerchandising 
was the rapid growth of industrv- 
wide collective schemes—in 1939 
there were only four, those pro- 
moting beer, bread, fruit and 
milk, while to-day there were at 
least 36 

He compared the amounts 
spent on press advertising in 1938 
and 1954 by the furniture and 
yther trades See thle above ) 

“When vou consider,” he said. 
“that the increased cost of adver- 
tising generally is greater than 


ntensifying day by 


Press advertising expenditure on household furniture 
1938 


‘ 

‘ 

1954 Increase ¢ 

£ £ A ; 
1,086,203 1,362,967 25 

358,635 1,020,532 201 } 
49,330 148,779 202 
149,327 608,697 308 
71,019 306,972 332 


25 per cent, it means that adver 
tising in your trade is actually at 
a lower level than in pre-wa 
days. While it is admitted that 
the expenditure on the furnishing 
trade is greater than the others 
the message of such a smal 
increase is quite clear. 

“These figures should be carved 
on the desks of every top execu- 
tive in the furnishing trade. They 
are a warning of things to come— 
unemployment and trade distress 
—and it is because I believe that 
intelligent, economical, collective 
action can disperse the doubts 


@ Continued on page 720 
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COWLING 


a 


IN 
SIGNS 


Every single signplate 
. guaranteed for 
3 years 


y a 
t 

2 
y ‘ 


SERVICE 
Satisfy 


The Cowling 
Guarantee 


Every Cowling sign is guar- 


anteed for 3 years against 


FADING | | 
CHALKING = 
DISCOLOURATION 
or DETERIORATION 


unless caused by mechanical 
damage. 


of Charlton 


make more outdoor signs than any similar organisation, 


N. L. COWLING (CHARLTON) LTD., 
ARMSTRONG GARDENS, WOOLWICH ROAD, 
LONDON, S.E.7 Telephone : Greenwich 0051/2/3 
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OMMENT 


RESALE PRICE 
MAINTENANCE 


In their desire to protect the 
consumer, legislators some- 
times lump together with com- 
mercial malpractices legitimate 
and beneficial aspects of the 
distributive system. 

Resale price maintenance is a 
case in point. It is generally mis- 
understood and frequently 
maligned. Without the slightest 
justification it is sometimes 
linked with price rings and 
cartels 

It is important to the advertising 
business that there should be a 
proper public appreciation of 
resale price maintenance and 
the part it plays in the efficient, 
economic distribution of con- 
sumer goods. For nationally 
advertised, branded goods are 
the most frequently quoted 
examples of the practice. 


Marketing costs 


Most of the selling of branded 
goods is done by the manufac- 
turer with the aid of massive 
advertising which often states 
prices. 

The manufacturer feels that the 
individual retailer should not 
be permitted to cut these prices 
and use the products as “loss- 
leaders” to attract custom. He 
has several sound reasons: 

@ The reputation of the pro- 
duct suffers. 

@ Other retailers or whole- 
salers are angered and may 
decline to handle a product. 

@ The fine balance of market- 
ing costs is upset. 

These three factors alone operate 
against the maintenance of a 
stable level of output and its 


ec in manu 


Gastese. 
Keeps prices down 


It is true that price maintenance 
can in many cases be achieved 
effectively only if manufac- 
turers and traders act together 
but, as a statement by the 
Federation of British Industries 
points out, while such arrange- 
ments limit price competition, 
they encourage competition in 


salesmanship, 
The answer to the critics is that 
resale price maintenance 


arrangements can serve to keep 
prices down in_ times of 
scarcity. As the FBI asserts, 
cost margins on branded, ad- 
vertised, price - maintained 
goods are often lower than on 
unprotected products. 
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Talking Points 
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Will it be ‘London Calling’ again 
on September 22? 


HAT will the first an- 
nouncement be when 
commercial television begins 


on Thursday, September 22 ? 

Ad men with special interest 
in the new medium attach some 
significance to the names to be 
given to the stations. And the 
first one—the London transmitter 

will be all-important. 

They are hoping for names 
which will tie-in easily with press 
ids and imprint themselves 
indelibly on viewers’ minds. 

The fear is that the commercial 
version of “This is the BBC 

Service” might involve 
mention of the ITA and indi- 
vidual contractors, and become 
long and complicated. 

Certainly the use of the intrigu- 
ing name Beaulieu Heights might 
lead the ill-informed to assume 
that this was the commercial 
television answer to the BBC's 
Sabrina 

Why not simply ITA London, 
ITA Birmingham and so on ? 

A little reminiscent of 2LO 
and “London Calling,” but 
the first ITA station would be off 
to a good start if people could 
be persuaded to “listen to 
London.” 


CONFERENCE TO MOVE 
NORTH? 


HE question where to hold 

the 1956 conference will not 
be easily answered by the Adver- 
tising Association. 

For several years past it has 
been fairly simple, with almost 
everyone plumping for the sunny 
well, sometimes) south. 

The feeling at Brighton in 
May, however, was by no means 
sO certain. Quite a number of 
delegates seemed to think it was 
ume for a change. 

This altered attitude was em- 
phasised when a rumour circu- 
lated on the Saturday that it had 
already been decided to make it 
Brighton again in 1956. Next 
morning at the final session there 
were suggestions that the confer 
ence should be moved into the 
industrial heart of the country. 

Che first firm proposal to reach 
this column is that Gleneagles 
should be the next venue 
Industry? Golf. 


ABDICATION 


\ JHEN Largs Town Council's 
publicity committee dis- 
cussed renewal of their advertise- 


ment ir British Railways holi- 
day guide it » revealed that 
they had been asked to drop the 
clair e town (pop. 7,000) 
is “Q f the West.” 

The : ¢ used in future 
is “Ge { } 

Doe mat BR are 
vetting If it’s abso- 
lute hone fter, what's 
going t t ill those 
“sunny ¢ 

NOW Ew 
a being 
iY adver- 
tisers w imation 
marks 

They're ywhere 
NOW r »mbus- 
tion engine r car 
cleaner 

As for ently it 
can be app which 
have been for a 
year or tw 

FIGUR: .K 

HERE when 

advertise n for 
the basic f cir 
culation in the ings 
are different ever. 
Considerable pro- 
vincial press iocu- 
mented by |; klets, 
market surveys and p re- 
searches 

Yet, states paper 
Society, there tant 


clamour from agencies and adver- 
tisers for information. 

“We suspect,” states an infor- 
mation bulletin circulated by the 
Society, “that to a large extent 
this is a habit that has grown up 
from the past. We suspect too 
that there are many cases where 
improvements at the receiving 
end—better circulating, recording 
and filing of information—would 
lead to less complaints.” 

It’s a change to see the media 
departments of advertising agen 
cies under fire. They are gener 
ally supposed to be such models 
of machine-like efficiency. 


IN THE SLOT 
HEREVER 


commercial 

television is discussed, 
someone poses the 64-dollar 
question: How many people are 
going to see it in the early stages? 

No one can provide even an 
approximate answer But the 
advertisers may take heart from 
the early indications that radio 
industry enterprise and retailer 
initiative and ingenuity will push 
the new medium into as many 
homes as possible. 

An interesting story comes 
from Birmingham, where a two 
man company is supplying TV 
sets with slot meters attached 
Some are being fitted in hotel 
bedrooms, others are to be hired 
for works canteens. 

“Floods of orders” are re- 
ported, and here may be one 
answer to the problem of cost of 
conversion or set replacement 

Name of the firm running this 
“pay as you watch” television 
enterprise is Livewires Ltd 


TO-MORROWS TOPICS 


@The price of sui daily 
newspapers wil! bx sed to 
twopence “not la than the 
autumn” it is being said in 
press management circtes 

@ New pack dev n the 
way from An ierated 
soft drinks in c stead of 


bottles 


® Continental kaitwear concerns 
are planning a big publicity 
drive to secure a share of the 
British market for top-quality 
French and Italian garments. 


@ Increased furn ng trade 
advertising is expected in Scot 
land to follow the § idy ex- 
pansion of reta outlets by 


groups and independents dur- 
ing the past 12 months 


Transportation advertising? 


@ Extensive advertising s 
planned for a new Kodak 
camera coming on to the mar- 
ket soon, which is des gned to 

simplify colour photography 


for the amateur 


®@ Research is now being carried 
out to test the possibilities of 
marketing a new _ electric 
clothes dryer. 


@ Whisky Punch, a new drink, is 
expected to be 


nationally 


marketed 
if a regional adver- 
tising campaign is successful 
Glasgow reports say this may 
herald a spate of developments 
in the whisky industry 


ROUND TABLE 


ask MASONS 


33 NORFOLK (STREET.'STRAND LONDON, W.C.2 


Phone: Temple Bar 2044 
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Che Daily Telearaph 


4 The quality paper with 
over 


a million sale 


MAY, 1935 


1.056.730 


COPIES DAILY 


THE PAPER PEOPLE TRUST 
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OW to advertise a combined 

cleaner, polisher, and 

scrubber ? 

The new machine that could 

4 Jo all this—the Fillery Mode! 

‘ V.P.1--had been introduced into 


this country from South Africa 
The problem was to tell the 
uublic about its virtues without 
causing confusion as to the 
f the product. 
The machine was brought to 
» public notice by an introduc- 
tory campaign in August, 1954, 
and the task was to carry the 
campaign a stage further 
The object was to make as 


FILLERY 


er Oe or ree e 


At the top of the page is a repro- 
duction of the large Fillery 
scraperboard drawing by Berbank 
based on a photograph by Hugh 
White Studio. Immediately above 
is an lil-inch triple column ad- 
vertisement used in the national 
press 
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Advertising Case History—75 


great a visual impression as 

possible on the public and the 

ttade within the three months 

of March, April and May—the 

spring selling season. 

Here was a new and unique 
product fulfilling a long-felt want 
ind carrying the Good House- 
keeping Guarantee. However, it 
was in fact quite a difficult pro- 
duct to advertise because ar first 
glance it looked no different from 
the ordinary vacuum cleaner 
although it was in fact a revolu 
tionary device 


Co-operation with clients 


The advertising campaign was 
worked out by Saward, Baker and 
Co., Ltd., in close co-operation 
with their clients, Fillerys (Great 
Britain), Ltd. The copy theme 
was a repetition of that used in 
the successful campaign of 1954 
with the headline: “Look! She's 
scrubbing with a vacuum 
cleaner 

Deciding to concentrate on 
element of the machine 
which made it different from all 
others the agency submitted a 
bold presentation showing only 
the bottom half of the machine 
doing the most unpleasant of 
household tasks—wet scrubbing 

Filling the bill 

A very powerful illustration 
graphically showing the ability of 
the machine was required and 16 
photographs were taken by 
Dennis Smith of Hugh White 
Studio, working under the direc 
tion of Saward, Baker. The result 
was a photograph that filled the 
bill perfectly. It was then con 
verted to scraperboard by 
Berbank, one of the leading 
scraperboard artists in the 
country 

The size of the original scraper- 
board drawing was 16} inches by 
14 inches. This was reduced for 
the Da Express to 10} inches 
by 10 inches 

It has been estimated that well 
over $0,000 separate black or 
white strokes went into the draw 
ing and it is believed to be the 


Scraperboard solve 


picture problem 


In order to make a heavy impression upon the public with their new device 
for cleaning, polishing, and scrubbing the Fillery organisation have made 
spectacular use both in the press and on an exhibition stand of a 50,000- 


stroke illvstration by Berbank. 


largest scrar er used in 
British adver Tt blocks 
were made »pper—by 
Gee and Wats 
The same was also 
produced craper- 
board by the ¢ tor use 
in smaller spa oid the 
filling i " 1 have 
occurred due t e. reduc- 
tion The graph, 
before cony scraper- 
board, was 1 in the 
women's magaz half- 
tone and gravure 
In all, advert pre- 
pared in eight SIZES, 
varying from 10; y 15 
inches to 4 inc ches 
for insertic n daily 
newspapers, natior weeklies, 
women’s week “ en's 
monthlies and fr ws- 
papers 
The large scrap i aw- 
ing was blown five A gigantic version of the scraper- 
feet square for d the board drawing was used at thi 
Ideal Home Ex { d Ideal Home Exhibition 


ed She's scrubbing with 
a vacuum cleaner! 


ow 


ooze, FILLERY 


- —_ 


ard advertisement as it appeared in the 
Expres The reduction from the large original was from 
The upper swirl of suds leads 
the machine to the nameplate 


The Fillery half pas 
Daily 


16} inches deep to 10} 


nches deep 
adirectiy from 
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National Advertisers selling 


use the Evening Despatch 
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f for greater coverage 
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Planning for a balanced marketing 


June 23, 1955 


ws 


research and sales organisation 


HAT are the main head- 

ings to be considered 

under the general ttle ol 
marketing ? 

First of all there is product 
study, which is to discover every 
thing possible about a company’s 
product or service (cxisting OF 
projected), and to compare it with 
competitive products or some 
other standard; the question of 
design is usually an important 
factor to be considered under this 
heading 

Next there is consumer re 
search, which is to determine the 
volume of sales which a given 
product may be expected to 
achieve and in which market 
This research will be carried out 
by interviewing selected con 
sumers, for example buyers; | 
want to speak further about this 
later on. An examination will at 
the same time be made of all 
available statistics. From the 
conclusions reached through this 
research, sales targets can be set 


Most suitable channels 


Thirdly there is distribution 
This involves finding out how to 
sell the product most efficiently 
Different methods of distribution 
are investigated and conclusions 
drawn as to the most suitable 
channels for the product under 
consideration 

The fourth consideration 1s 
price fixing. At what price will 
the product sell most success 
fully ? In coming to a decision 
on this all-important point, the 
conclusions made as a result of 
the product study, the consumer 
research and the investigation 
into method of distribution must 
all be taken into account. Other 
factors to be considered are the 
cost of the sales organisation, of 
the promotional requirements and 
all obtainable information about 
discoumts and other trade terms 
On all this information is based 
the company's commercial policy 

Next we come to the question 
of the sales organisation whereby 
the product can be marketed in 
accordance with the company’s 
commercial policy Deaistons 
must be taken on the following 
points 


@ The size of the sales force 

@ The territories to be covered 
by the sales force 

@® The number of accounts 
each wmlesman should look 


This article has been based upon an address given by A. A. FOSS, 
of Marketing Development Co., Ltd., to the Display Producers 
and Screen Printers Association. 


after and what type of 
accounts they should be 

@ What should be the time 

cycle of calls upon each 
group of accounts 

All this will be the subject of 
resourceful sales planning. Con- 
currently with these decisions 
further important details will 
have to be clarified, such as: 
What type of salesmen is re- 
quired ? What sort of training 
will they need ? What sort of 
remuneration should they have ? 
What, in fact, is a fair reward 
for the salesmen’s efforts which 
at the same time will be an en 
couragement for them to make a 
career with the company in 
question ? 

Other headings covered by 
marketing will include sales pro- 
motion.. It is vitally important 
to analyse the promotional 
activities of competitors as this 
will be a most useful guide as to 
what promotional arrangements 
will be needed to market one’s 
own product most effectively 


Who should be responsible in 
the organ idvising top 
managemen rtising and 
for liaison w advertising 
agency 


All too ofteo in the past, this 
very important job has been 
handled in a!) its detail by 
someone who is cither too busy 
to handle the matter properly 
or the job has been delegated 
to some junior assistant who 
has not sufficient authority to 
carry the job through as well 
as it should be done. It is 
therefore often necessary to 
recommend the appointment of 
a full time advertising and pro- 
motion officer who will be 
responsible for the development 
of policy in advertising and 
promotion and who, on occa- 
sion, will also be charged with 
the duty of carefully following 
marketing trends 
Of course, on 


. ccasions 
it will be necessa ynsider 
the appointment separate 
officers —one for inke esearch 


New display at London Airport 


VURUORRBEE)) © 


This Yardley wall display has been installed at the end of 
concourse in the new London Airport building. This 
fhe customs room The word 


main motif design in matt black standing proud of th } 


blue, back ground 


h 


oe ee eee 


ah uh, ak eee 


~The 
. “ Se 


he main 
view was taken 
Yardley” is in red neon upon the 


the ¥ €, Stig pled 


The leaf motifs are in gold, with gold leat. and 
the whole has heen framed in gold, with gold leaf. The 


vesign was 


y Yardley's art director, Reco Capey. Advertising agents are Wide 
Publicity 


Ltd 


and another for advertising and 
promouon 

At this point, I would like to 
establish the distinction betweer 
market research and what may be 
called product development 
research. Market research wil 
be mainly concerned with the 
factors upon which a company’s 
commercial policy is based 
Product development research wi! 
be to examine the possibility o! 
improvements to the product bot! 
in function and design and tc 
investigate simpler or cheaper or 
more efficient ways of making it 
The official responsible for thi: 
work will be a technician, that is 
to say a chemist or a metallurgis* 
or a mechanical engineer, depend 
ing on the type of product. In 
actual fact, the closest liaison 
must exist between the depart 
ment concerned on the one hand 
with product development re 
search, and on the other wit 
market research 


Need for co-ordination 


Finally, one must make sure 
that marketing is thoroughly co 
ordinated together with the pro- 
duction and financial depart- 
ments and, where a_ separate 
section exists, with product, 
design and development. 

In order to make the applica- 
tion of marketing quite clear, let 
us apply these principles to a con 
crete case in order to see how 
they might work in practice. 

The products or services which 
any marketing officer, either with 
in or outside the company, might 
be called upon to investigate, fall 
into two main types: technica 
and general. A technical inves 
tigation will usually presuppose 
that the person responsible for 
carrying out the work has a tech 
nical background either in the 
field under investigation or is 
himself sufficiently of a techniciar 
to be capable of a thorough un 
derstanding of the technicalities 
involved after the minimum of 
training 


Knowing the process 


For example, anyone called 
upon to discover fresh markets 
for the application of silk screen 
printing would have to know 
quite a lot about the processes 
involved. But let us, for the pu 
pose of exposition, take the en 
tirely hypothetical case of the 
Mercian Company which has 
been making shoe leather some 

@ Continued on page 684 
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Paes se 


on their 21st 
would just like «o thank... 


... all the clients who have been with u «och a long time: 


... the newspapers and periodicals who go o::. | their way to help: 


. the studios, freelance artists and photographer . 


whose co-operation is very much appreciated : 


.. . the process engravers, typesetters and printers 


for the service they have always given us: 


. . and those others, including former colleagues, 


whose work contributed not a |ittle to our success. 


JOHN TAIT AND PARTNERS LIMITED 


Grand Buildings - Trafalgar Square - London WC2 
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They're proud 
in Durham 


Proud of their county, proud of Durham and its fine 
buildings and proud of their local newspapers — the 
Durham County Advertiser series. 

These papers are family friends. They are full of 
news about local doings — local “ shop ” if you like. 
But then, few things are really more interesting than 
‘shop ”. 

Business conducted on this family level is good 
business. The Advertiser series goes into 53,000 


homes and there’s no other way of getting into them 
in the same friendly way. 


SERIES 


IN THE WESTMINSTER PRESS GROUP 
OF PROVINCIAL NEWSPAPERS 


Ae 


— a 
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Plan for a full-seale 
market investigation 


where in Northamptonshire for 


many generations. Let us further 
assume that the managing direc- 
tor, a young man full of ideas, 


thinks, in view of the excellent 
financial record of the company 
since the war, that they should 


consider - market for 
men’s shi The ison for this 
is that the Merciar mpany has 
been approac some busi- 
ness friends who want to dispose 
of a men’s shoe factory im the 
neighbourh« owing to 
the advanced is proprie- 
tors, has recen started to go 
down hil! 

So far as is the labour 
in this factory ad and the 
product good Bu wholesale 
shoe market, ch this fac- 
tory has been calcring, is appar- 
ently contractin itly. On the 
other hand, the ¢ 1] decline in 
sales may be d ck of drive 
by the propric! ) are now 
well in their 60's. 7 board of 
the Mercian ¢ are all 
quite interested proposi- 
tion but before tt ich a deci- 
sion, they na want to 
know everything e about 


the pattern of g in the 


men’s shoe mar! that they 
can make up own minds 
whether to take er this new 


commitment or n 


Discovering the size 


How should they whoever 
they call in to ck b for 
them, go about car: t what 
will amount to \l-scale 
marketing investigat 

The first consideration will 
be to discover the tots! size of 
the market in the United King- 
dom for men’s shoes and then 
to break down this ficure to 
show what pairage this would 
mean in different sices, colours 
and styles. 


Thus we might find that 
approximately 60 ent of 
men’s shoes were black 
leather, 30 per cx brown 
leather, 10 per cx brown 
suede and a negligit quantity 
in other colours such as navy 
blue or grey. We micht further 
find that 40 per cent shoes 
sold were in Oxford st 30 per 
cent in Derby style and the 
remaining percentage split up 
into three further main styles. 
Another important factor to dis- 
cover would he principal 
price brackets in which men's 


shoes are sold on a proportional 
basis. 

How in fact does one get this 
information ? 

The information with regard 
to the number of shoes sold could 
probably be obtained from Board 
of Trade statistics. The remain- 
ing information, however, with 
regard to sizes, colours and styles 
would have to be obtained from 
a carefully organised sample of 
interviews in different parts of 


the country. The sort of ques- 
tionnaire used would be very 
different to that used by the 
Gallup Poll people, which usually 
asks for a “Yes” or “No” answer 
and is concerned with opinion 
rather than fact. 


Interviewing the buyers 


The interviews which must be 
carried out on behalf of the Mer- 
cian company will not be with 
the man in the street but with 
proprietors and buyers of shoes 
at retail level. An interview will 
usually last at least a half-hour 
and I have known them to go for 
as long as two hours. As many 
as 50 buyers may have to be 
interviewed in different parts of 
the country in order to get a 
fairly balanced picture of the 
trade. 

This questionnaire will be 
quite a long one and the in- 
formation obtained when col- 
lated should cover everything 
which a manufacturer would 
require in order to decide the 
styles, colours and sizes of 
shoes he should make and 
roughly in what proportion. 

The investigator should also be 
able to discover the most popular 
competitive brands which will 
serve as a guide to the type of 
promotion, presentation and 
packaging which will have to be 
budgeted for. 

The field work should be 
planned to show a great deal of 
other invaluable information as 
well. It would be essential, for 
example, to know how strong the 
trend was in the development of 
multiple stores at the expense of 
the independent or department 
store, to what extent the multiples 
were dependent on their own fac- 
tories and upon what conditions 
they were allowed or prepared to 
place orders outside their group 

This information would be 
essential in order to reach deci 
sions as to distribution and 
branding policies 


Necessary for decision 
Multiple stores might be pre- 
pared to buy well-advertised and 
promoted lines but might not be 
interested in wholesale lines 
These are all assumptions but are 
the types of information which 
the Mercian company will need in 
order to reach a decision about 

taking over the shoe factory 
From the results obtained dur 
ing these investigations, it would 
then be possible to estimate fairly 
exactly the number of retail 
accounts available, the types of 
men’s shoes the company should 
make and whether it would be 
profitable for our friends to enter 
this market or not. In fact, it 
would be part of the terms of 
reference of whoever carried out 
the work to draw conclusions and 
offer recommendations on what 

action the board should take 
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WHY ? 


Two companies make the same product, offer the 
same services, sell in the same world markets. 

BUT one company keeps busy by selling more in 
these markets than the other. 

WHY?—Because the wide-awake company realizes 
that advertising is just as important, works just as 
well, around the world as it does at home. They keep 
their name constantly in front of their best prospects 
in every overseas market. 

HOW?—In large measure by advertising in inter- 
national magazines. And when it comes to choosing 
those magazines, survey 
after survey has shown that 


| F 1 Write, Telephone 
INTERNATIONAL EDITIONS 


mn Spanish for Latin America 


} -in English around the world 


or 


International Editions, Time & I 
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NAL (published in English) is read by 


LIFE INTE! 
lead: business, industry and government 


the 


around t! ld. And that in Latin America LIFE 
EN ESI hes the men who approve orders and 
contra buy the best for their companies and 
their fan 

Advert the International Editions of Lire and 
you bu rid-wide recognition, prestige and 
profits for r company. 


LIFE INTERNATIONAL —average net paid circulation 
250 .000-—300 00 pies in English, circulating in 120 countries 
outside N merica 

LIFE EN ESPANOL — average net paid circulation 200,000 


20.000 Spanish, circulating in Centra] and South 
America 
These ary NTERNATIONAL EDITIONS Of LIFE MAGAZINE, with 


a combined ilation of over 500,000 copies every fortnight 


nation to The Advertisement Manager, Life 


New Bond Street, London Wi. Grosvenor 4080 
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A Showroom in a Brief-case ! 


Take your showroom to your customer, by means of 
the STEROLIST! 3-D system Let him see the full 
range of your products, in three-dimensional depth and 
the reality of natura! colour, in the NEW 


Silver STEROLIST 


THE WORLD'S SMARTEST AND MOST EFFICIENT 3-D VIEWER 


87, Tottenham Court Road, 
London, W.1!. 


"MUSeum 6522 


Limited 


persistent progress opens 


the door to 


WEDDELL Bros. Ltd. 


new factory 


From 25th June 1955 


All communications to 
143, Walmer Road, 
London, W.10. 
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Review of Advertising Films 


New trend avoids need 
for second runs 


By PAUL NUGAT 


ry Ales sional filmlet 
releas n J. Arthur 
Rank Screen Services, Ltd., 
reveals a d in this 
field. Both Pla Weights 
and McD juga nave three 
filmlets to thei “dit By 
being able to ap for three 
consecutive the same 
cinema with another of their 
filmlets, they reap the 
rewards without 
resorting to sec i runs 

A new na rdd to this 
producer $ a ) "4 list of 
clients is Rests yneets This 
is Restwe [ ince on 
the screen, and the form 
of a cart Another 
new client int nute field 
(with an an t cartoon 
film) is Gouda Che ind Dutch 
Butter 


First in Africa 


It must be 1 ndeed for a 
soft drink first t ve been mar- 
keted in Africa, seeking 
to break into the home market 
The Hackney firn b Cola, 
however, are intend jo just 
that. Having score ea with 
a black and white art n film 
in Africa, they hav w spon- 
sored “Kitty and the Ostrich,” a 
one - minute cart j in 
Eastmancolor Tt diate 
venue of the filn rif and 
East Africa 

Competition among soft drink 
manufacturers Alfred 
Bird are the spor ; f “In 
Town To-day,” a ite live 
action film for Nectar—the com- 
pany'’s first appearan n the 
screen 

The smaller pockets regional! 
and local advertis ire. well 
catered for to-dz e large 
volume of libra: erial pro- 
vided free-of-charge | Arthur 
Rank Screen Services Ltd All 
they have to p i far as 
production is conc 1, is the 
live action work ties up 
these high quality visuals with 
the dealer's individual interests 

* * * 

A POWERFI ind forthright 
public relations film in support 
of government expenditure on 
roads has been made by 
Petroleum Corpany 
ways For To-morrow.” 

In this 14}-minute black and 
white film the basic theme is the 
contrast between rising factory 
outputs and the slowing down of 
transport and delivery through 
ncreasing congestion on the 
roads. If we are all painfully 
familiar with our road condi- 


In olden times 


Pigeons as postmen are depicted 
in “A Brief History of Com 
munications.” Produced by 
Halas & Batchelor Cartoon 
Films Ltd., in association with 
Jack Saward Productions, methods 
of communication § are 

datine from the earliest times 


shown 


tions, it appears vastly more 
shocking when concentrated into 
a short film. 

Here we have as powerful a 
visual argument for the cont 
nental style of modern motor- 
ways as we are likely to see on 
the screen for a long time to 
come. Produced by their own 
film unit, copies can be,.obtained 
from Esso Petroleum, without 
hire charge 

* * * 

For THE benefit of their em 
ployees in Britain and overseas 
Dunlop have made a discursive 
20 - minute film, appropriately 
entitled “Dunlop In Malaya.” 

It should give any viewer some 
idea what rubber estates look 
like, as well as a fairly good idea 
of the work involved in produc 
ing and processing latex. But it 
will not, I think, give them lasting 
impressions of life on an estate 
as it is experienced both by 
Europeans and their Malay 
Indian, and Chinese employees 
Produced by Ronald H. Rile 
in association with the Filn 
Producers’ Guild it was photo 
graphed by the Malayan Filn 
Unit. 

7 > * 

As THE fictional Mr. Cam 

berley-Bagshot finds out in “To 


@ Continued on page 688 
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Very soon now, the doors will open on the finest 
exhibition the Print stry has ever held. Whatever 
aspect of printing : you, IPEX is an exhibition 
you cannot afford tor u will find a wealth of new 
developments and ar ive array of plant, 
machinery and mat h embody the very latest 
achievements pri gress —all readily 

accessible und 

1Pex is an internat: ibition—a world forum for 
the interchange of ‘ market-place where you will 
be able to discu ! ifacturers and suppliers 
new methods to a ter and more economical 
printing. We loo} to seeing you at IPEX. 
Promoted by : THE BRITISH MANUFACTURERS 

OF PRINTERS’ MA ‘ ARY), LTD 

Exhibition Orga FW. BRIDGES & SONS LTD. 

Grand Bulldings, Tra iare, London, W.C.2., England. 


remember the dates: July 5-16th 1955 


THE 10TH INTERNATIONAL PRINTING MACHINERY A? ALLIED TRADES’ EXHIBITION 
OLYMPIA-LONDON 


CONTINUOUS 
FILM 
PROJECTOR 


@ A brilliant, steady picture... 
high quality sound 


’ 


{ 


@ Requires no operator . . . auto- 
matic repeat or push button 


control A Brook Continuous Film Projector incorporated in the design of 
an exhibitors stand at the British Industries Fair, Olympia, 1955 
@ Available for hire or for sale Photograph by courtesy of the United States Information Service. 


For full particulars write or telephone 


SOUND-SERVICES LTD 


(An Associate of The Film Producers Guild Ltd.) 


-6% KINGSTON ROAD MERTON PARK LONDO® 5.W.19 TEL LIBERTY 4291 
Bw 
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Dealer confidence boosted by 


688 


new advertising film 


1955 


June 23, 


A scene from “Pat 
P tern for Perfection’ 
Shape To-Morrow” we live beginning with the fabrication of the third filr 
in a world of plastics and the glass parts and ending with made for A! 
that is a bothersome fact the fixing of a type number label fy Star 
with which to be confronted on the finished product. The field / 
first thing in the morning. commentary is, however, so The } 
The voice of the commen-_ packed with technical informa- — rus / 
tator pouring out his data about tion that it will be difficult for and n K 
plastics to this poor harassed dealer audiences to retain any- chrom: 
man may make some people thing more than a hazy memory = the F 
laugh ; others will be irritated of the intricacies of television manujfa 
However, Mr. Camberley-Bag- _ tube structure. testing 
shot is only the light relief nylon 
element in a solid film on Bakelite aa 
shell-moulding resins, the Vybak Task for lecturer 
group of vinyl resins, ctc., The same amount of material vibration d aircraft. higher educational and profes 
Bakelite ——— resins, and uid hardly take a good lecturer A sense of t is con- sional bodies. An edited version 
Warerite decorative laminates. Jess than two hours to put over veyed by ! wing the has appeared in the television 
In a broad sense, this 27- 1, an attentive student body. But devastating severe feature “Science Review. 
minute film is sales promotion while the photography never ‘tresses on specially . + * 
aimed to show the versatility Of reaches to the most striking levels designed p to harsh UNUSUAL HONOUR falls to the 
different kinds of plastics and 4-ajers will find much in the film 'reatment craft of the plumber. The York 
the intended audience cannot be 14 assure them that the day of the There e sequence shire Copper Works Ltd. have 
—* cnasty _— _— comparatively trouble-free tele- on the selec ing women = sponsored a 10-minute 3-d colour 
yr be ymy beg - . i n pro’ vision tube has come at last. employees e an ex- film, entitled “The Plumber's 
Geced vy Con ao Produced by National Screen ceptionally -of manual Way,” for showing to students 
tion with the Film Producers ) : ‘ y i. ewes #.. : 
Guild in Eastman Colour Services Ltd, the running time dexterity to he intri- There are undoubted virtues ir 
* * * is about 17 minutes. cacies of ass 3-d__ instructional ee which 
To promote dealer confidence The second Mullard film Produced Macqueen pact pte a Y setgetory 
in their television tubes, Mullard “Special Quality Valves” is a Film Organis running sen Sine dinate ial tn diatom 
Ltd. have sponsored “Made For very good presentation of the time is approx ? minutes trations of fitting “Yorkshire’ 
Life.” problem of developing these and the film wn to tubes and fittings is outstanding] 
This takes the form of an wonderful objects so that they members of the cs indus- 
exhaustive tour of their factory, can stand up to the shock and try. governmen urtments. and @ Continued on page 690 


PICTURE YOUR PRODUCT THROUGH 


PRESBURYS 


CINEMA ADVERTISING 


Presburys are fully equipped for the production 
of cinema advertising films and television com- 
mercials in live action, cartoon and puppetry. 


FILMS 


AND TELEVI 


Our charges are e 
finest quality black 


prices for l-minute and 


N COMMER(C 


[ALS 


for the production of the 


hite and colour films. 


The 


2-minute cinema advertising 
a maximum of £2,500. Our 
mercial productions range 
ngle film and from £50 to £250 


Every facility for live action productions is 
available at Twickenham Studios and our own 
animation unit, staffed by experts in this field, 
is in operation at our West End Studio. 

In the realm of puppetry we have secured the 
exclusive services of Ivo Caprino, the famous 
producer of puppet films, who received a major 
award at the 1953 Venice Film Festival. 


films range from £750 | 
charges for television c< 
from £250 to £750 per 
for a series. 


We have made cinema and television films for many 
leading advertising agents and national advertisers 
and are renowned for the high quality of our 


productions. 


We are always pleased to discuss your Production requirements in both media and 
your Distribution needs in Independent Cinemas. 


BS consutt PRESBURYS fir prjronc 


Member of the Screen Advertising Associoton and of the Associ: of $ 
S. PRESBURY @ CO., LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON W.C.2 


¢ Film Producers. 
Telephone: WHiteball 3661. 
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we don’t 
say we’re 
the cat’s 


whiskers 


That sort of claim gets you 


nowhere. What we do say is that as a direct mail 


agency we have roots but no grass underfoot. And in 


, . , 
case we ve ever given you the impression were a 


high falutin crowd that think of nothing less than 


ten-shot campaigns in six colours, let’s say this: At 


CL we lavish 


much. care and attention on the 


straightforward facsimile letter, list-building, address- 


ing and mailing jobs as we do on those campaigns 


which bear our creative thumbprint. In fact our 


departments for handling this kind of work have been 


expanded to give a better than ever service. So if you’ ve 


any mailing jobs on hand we'd like to hear of them. 


Si 


CHADWICK-LATZ 


About those roots —they go back 
to 1901. Our latest FACTS AND FIG- 
URES shows how we've moved with 


the times. It’s yours for the asking. 


LIMITED 


Creators and Distributors of Direct Advertising 


Alexander House Shaftesbury Avenue WC2 Temple Bar 264: 


ig cool IA~RA. cup swuas 


An incident 
Kia-Ora cu 


June 23, 1955 


lour cartoon film to boost cinema sales of 
The use of a new technique enables any 


n system to be employed. 


New-siyle filmlet solves 


probicm of 


HE recent lopments 
which ha to the 

installation ens of 
different shay i sizes in 
cinemas up 4 vn the 
country and cu ing in the 
expanding use o! nemaScope 
(with its pict tretched” 
laterally), has resulted in a 
number of problen yr those 
responsible for the production 
of films and filmlet 

Until some type rmity 
is adopted these will 
continue At first ficulty 
was a result of the vhat is 
popularly knowr ‘wide 
screen.” This was ; ton of 
the normal shaped | ne to 
a larger screen but ut-off 
of about 10 per cent le top 
of the frame and 1S per 
cent from the bx Scenes 
have therefore t composed 
to allow for this, and with sales 
trailers and titling ¢ rally this 
must be watched vx ully. 

Anamorphic systems e now 
being adopted “stret ig” the 
screen to double norma! width or 
more. For these the films are 
photographed through squeezing 
lenses, the films being “un- 
squeezed” in projection 

A new colour cinema sales 


filmlet for Kia-Ora cup squash 


screen sizes 


division, has, however, been 
devised to meet all these systems 
The ideal to meet the current 
situation is a colour filmlet that 
can be shown by any projection 
system to amy size screen, with 
any cut off, or any degree of the 
use of anamorphic lenses. This 
has, in fact, now been done, by 
Service Advertising in conjunc- 
tion with National Screen Service 
Ltd 


Could be produced 


After careful discussion of the 
technical questions involved it 
became clear that such a print 
could be made provided certain 
factors were taken care of in the 
basic story design, and _ the 
method of photography. The art 
department of Service Advertising 
produced a novel basic 
“gimmick” which made full use 
of the opportunities offered by 
wide screen. 

This was developed into cartoon 
animation by the art department 
of National Screen Service Ltd 
Test shooting was made in black 
and white and projected on all 
systems. Having carried out this 
test, minor adjustments were 
made in art work and timing, and 
the material prepared and shot in 
successive frame animation 
Prints were made in Technicolor 


ADVERTISING FILM REVIEW—continued 


vivid, and the producers, British 
Films Ltd., have carefully 
avoided exploiting the third di- 


mension for the sake of the 
clever effect. 

Concentration on production 
technique, craftsmanship, re- 
search. and inspection, are the 
salient considerations of “The 
“Yorkshire’ Point of View.” a 
30-minute tour of Yorkshire Cop- 
per Works, Ltd. The sponsors 
obviously set great store upon 


the skill of their employees, so 
that it is a pleasure to record 
that workmanship and the cop 
per tube output are given a 
balanced share of the screen 
time. The unusual venue for the 
film's premiére was the show 
rooms of Rowe Bros. & Co 
Ltd., Birmingham. 

Production was again in the 
hands of British Films, Ltd. This 
is a strong interest film for archi 
tects, builders, plumbers, quan 
uty surveyors, and engineers 
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Commercial Television 


Timing is the essence of 


successful commercials 


says MICHAEL SELIGMAN, 


film production manager, McCann-Erickson Advertising Ltd. 


ECHNICAL problems of 

film production are some- 
thing new to most advertising 
agencies. With the advent of 
commercial television, some 
knowledge of the processes in- 
volved is essential to the 
agency man. 

He has probably read of the 
many different grades of techni- 
cians that make up a unit in a 
film studio, but has no idea of 
their actual functions, and won 
ders, perhaps, if they are all 
necessary. Film making calls for 
that unique combination of 
technical and creative ability, and 
whether it is needed for produc 
ing a one hour feature film or a 
one minute commercial, the re- 
quirements are more or less the 
same. 


Rate of travel 


Filming television commercials 
will present many problems, but 
one of the most important will be 
accurate timing. In the normal 
35 mm. camera, film travels at the 
rate of 90 feet per minute, and 
there are 16 different frames or 
pictures for every foot of film 
When making a cartoon or 
animated film, each frame is cal- 
culated beforehand so that the 
film can be very accurately timed 

This is quite impossible for 
normal filming. 

To begin with, the action does 
not begin immediately the camera 
starts for, as it begins to turn 
for each new scene, the clapper 
board is held up in front of the 
film set. This clapper board gives 
the scene and take numbers. If 
there is synchronised sound, these 
numbers are also announced 
Then the hinged lid on the 
clapper board is brought down 
with a resounding crack, quickly 
removed from the scene, and the 
action gets under way 

The sound track is recorded 
separately, either on film or on 
magnetic tape, and transferred on 
to film afterwards. At the end 
of the day's filming, these 
separate rolls of film, known as 
“rushes,” are sent to the labora- 
tory, developed and printed over- 
night, and in the morning sent 


AUTOTYPE soe 


In black-and-white or colour 
AUTOTYPE COMPANY LTD 
Brownlow Rd., London, W.13. Ealing 269! 


back to the studio for screening 
The picture and sound track are 
still on separate rolls of film, and 
must be synchronised so that 
they are run on the projector 
accurately together. 


Role of clapper 


This is where the clapper board 
comes in. The. frame on the 
picture roll where the lid of the 
clapper has hit the board and the 
corresponding noise on the sound 
track are the synchronisation 
points. 

After the rushes have been 
screened and approved, they go 
to the cutting room. 

Here the film editor assembles 
the film in the order of sequence 
as shown in the script. Where 
there is more than one take of 
each scene, the best one. is 
selected and the others filed away 
A him is seldom shot in the cor- 
rect order of sequence, and so if 
there are more scenes to come, 
the editor prepares the film, 
leaving spaces for them. On com- 
pletion of the assembly, or rough 
cut, the director, editor, and ad- 
vertising agency representative 
view it and decide upon the final 
cuts, 

_ The scenes will, of course, vary 
in length. Some television com- 
mercials might consist of just a 
few scenes, perhaps even only one 


@ Continued on page 692 


At Kay (West End) Laboratories 
Lid. this film printing machine 
reduces optically 35 mm. nega- 
tives to 16 mm. prints. Normally 
this room (together with that 
shown on page 692) is in almost 
complete darkness, and fogged 
film was laced on to the machine 
while this picture was being taken. 
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46,806 
increase in 
twelve 
months 


...and still 
the figure 
rises! 
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in May this year the audited 
net sale of the 
Evening News 
GLASGOW 
was 179,119—an Increase of 
46,806 
over May 1954 


! 
+ 


i 
ad 
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This means that in twelve months the 
adership of the paper has increased 
over 120,000—in Glasgow and the 
West of Scotland, Britain's 
most thriving market. 
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Commercial TV—How 
films are synchronised 


Cut out this 
Information 


Sheet No. 7 


It was only in August last year that the 
EVENING NEWS was completely restyled. 
Since then it has developed an entirely 
new appeal whereby its readers become 
its friends, They fee! that the journalists 
in the News are writing to them 


personally. 
This * Personal to You’ theme has established 
something more than reader trust... and this 
is of particular importance in a market where 
industry is thriving more than ever before. Prints are ma negative by the use of this machine at Kay 
Best for almost " quarter-century were the (West End)! td. Co-operation of experts from advertising 
completed annua! returns in 1954 of Scottish agencies ar lustry will ensure effective commercials 
shipbuilding and marine engineering firms. 
The 23 shipyards © « Clyde launched 92 scene, or the s short a scene in or out, dissolve one 
vessels totalling 477,805 tons and completed as three fect niy last scene into another, wipe one 
7 66 vessels totalling 480,000 tons. The seven for two seconds een. scene away to disclose another 
P yards on the East coast launched 37 vessels Yet, such a shot scene will underneath and so on. 
totalling 99,657 tons and completed 27 become more than » ‘ssh, for Dubbing the track 
vessels totalling 84,\'/2 tons. cut _— nw ers & = 0 h 4 —* 
: . 3 combine to mak: moving mce the sound tracks have 
t Moss , Lanarkshire, t shz 
ot 0 — re et = - cae — 3 os sequence. If the pwture has a been dubbed together on to one 
OF a £2 Mm. Order tor the supply o' mules synchronised soun:! track, them track, the laboratory takes over 
of pipeline for U.S. bases in Spain will be os this must be cui «a ordingly. The picture negative is cut to 
carried out. And at the same works an order =2-*: Possibly, _ this vnchronised match exactly the editor's cutting 
for over 350 miles o! pipeline for Pakistan is sgn sound is inter- “bh com- copy and, with the dubbed sound 
being completed 7 mentary, and later ‘susie amd track, is printed together side by 
Another Glasgow works will soon be helping i effects might be a: side on to one roll of film. Once 
in the manufacture of plant worth nearly ~ R * pte = hat — this ome ee eet. the first 
i the» power ean ~ es oduc ili 1 er combined print is ready for trans- 
Spain : - a = SS lengthy explanatior igh in mission. From then on, a large 
oP : =8= the actual demons f the number of prints can be made 
At Port Glasgow Industrial Estate an wae: product the corr is un- from the negative before it shows 
American textile firm has begun operations =< able to speak fast to fit amy appreciable sign of wear 
in a factory of some 48,000 sq. ft. They plan -AS. in with the mov m the Even so, duplicate negatives are 
to build a second unit of 75,000 sq. ft. in the *f screen. Filming ‘ne or made in case of any mishap to 
near future oA sequence in slow using the original. 
2 Sg a special camera re one ] 
It’s the same throu.hout the market covered core. Ste a This journey from script to 
iedicmnenne yews. Giaseeel, Siaeenin & : . screen demands the co-operation 
. field of indus : | - : f a wa Slow motion e‘Tect of experts from both advertising 
every Neld of industry tell the story o' Zz . BE rt le agencies and the film industry 
Scottish prosperity This camera sho« nm at the The knowledge of each other's 
So be sure to take advantage of the rate of four time » normal problems and the processes in- 
EVENING NEWS where hundreds of thousands speed, in other word 360 feet volved will therefore be of great 
of Scottish men and women are looking each per minute. The t of slow help in producing really worth 
day for news of what to buy. motion is produced ‘n the film While filmed television commer- 
is projected on the screen at the ials. 
‘ 
For further details write or telephone the \ salem - — i “nf os Rad 
Advertisement Ma r : Page Biss - 4 
Sanage = usually thinks that the camera Planning for TV 
- City 7000 . > as has been slowed down. in actual 
Glasgow - City 7000 London - Terminus 1234 aH fact it has been speeded up. Staging TV Prosrammes pa ae 
=e . of . mercials, by Robert Wade, published 
Ld >. , Another way ; getting a by Chapman & Hall Ltd., price 4%« ’ 
venin ews RS similar effect is by eezing™ the 
-- aes - vital movement. This is obtained HIS is a very comprehensive 
~ dies by printing one frame over and piece of work which en 
GLASGOW -_ over again in the middle of g  deavours to show how the physi- 
: -< scene, so that it appears as though cal production problems of “live 
KEMSLEY HOUSE KEMSLEY HOUSE SS the film has suddenly stopped. television programmes may be 
GLASGOW LONDON a This effect is made at the labora- OVercome. 
1 tory after the film has been shot The book has been aptly 
File this sheet with your rate card re quite normally. The device that described as a “real working tool 


iS. «= _s does: this is the optical printer, and although the American ex- 
—. which is capable of producing all perience in the medium of com 


+ ey 96-77 , kinds of trick effects from scenes mercial television is the entire 
‘ea aoe oe “ that have already been photo- source there is a great deal that 
ee i Ye fr. graphed. will be of value to British tele 


| It cam do such things as fade vision programme planners. 
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Why I use the SOFTE service... 


by S. T. Holmes—Publicity Manager, Thorn Fiectrical Industries Limited. 


“This Company, Thorn Electrical Industries Ltd., manu- All over t try you will see our FERGUSON and 
factures and markets FERGUSON radio and television ATLAS 5 pelmets fitted at key display positions on 
receivers and ATLAS lamps and fluorescent lighting the wink ir selected dealers. These pelmets are 
equipment. * Dealer’ display forms an important link produced 1 fixed for us by Soffe Bros. Ltd. Obviously 
in our advertising and it is essential that we receive prompt they must be fixed speedily and to a high standard of 

i ia : ' a a presentatic Soffe’s do the job very well and show an 
and efficient service from our Display Contractors. We intelligent understanding of our requirements. For that 
have been using the Soffe organisation for our permanent reason whenever we think of glass pelmets we think of 
displays at * point-of-sale for very many years. Soffe, Bros 


SOFFE BROS. LTD. 


and SOFFE BROS. (DISPLAYS) LIMITED. 
3-5 Station Road, Watford, Hertfordshire. Tel: GADebrook 3393/4 & 6327 
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This hard » window dressing was Using | skilfu 1 and a balanced presen- 
designed b service Manager to make tation, these © ensuring that Lyons Tea 


full use Lyons’ existing material is prominent tly displayed in the right 
giant dum ys and metal showcard. places and at e. 


Soffe Bros. (Displays) Ltd. can give ) n outstanding National Window 


Dressing service. Operating from over spots throughout the British Isles 
we give careful attention to National Can \aigns, or concentrate equally well 
on individual localities. Each member o| our staff is fully experienced in this 


art and gives ‘ punch ° and a hard-selling presentation to every window dressing. 


For displays that SELL and [MPRESS call in - 


SOFFE BROS. 


SOFFE BROS. (DISPLAYS) LIMITED, 3-5 STATION | 
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< Do. 
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PO PESE 
- 


FOO 


ORES 


A classic design for world-famous Tokalon showcard Displays) Ltd., who were 
cosmetics. Designed in close co-operation priviles nstal display at the British 
with our client and using purple velvet and Industrics | a, 1955, will also be responsible 
nylon tulle to set off eye-catching, full colour for the Toka nai Window Display scheme, 


We keep abreast of modern marketing techniques, and select our men not only 
for their technical skill, but also for their ability to suppo: ; presentatives 
in the field, and to promote goodwill generally with ycur \\ 1° customers, 
Your stockists will appreciate this service and you, too, »'| welcome the 
increased sales which result. We will be glad to send .°v full details. 


YISPLAYS) LTD. 


JAD, WATFORD, HERTS. Telephone: GADebrook 6327 
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On the board... and on the bali— 


and contractors to:- 


Atlas Lamps. Ferguson Radio, Television. john Player & Sons. 

Ardath Tobacco Co., Lid. Horniman’s Tea. Pickerings Produce Canners, Ltd. 
Anglo-American Chewing Gum Ltd. Harris—The Paint Brush. ~ Pyrex ” Heat Resisting Glass Ware. 
B. & P. Quality Drinks. Heath & Heather Herbal Remedies. Redfern Rubbers Ltd. 

British European Airways. Heinz Salad Cream, Baked Beans. Silvikrin Laboratories. 

Chivers & Sons, Ltd. Kodak. Slazengers Ltd. 

“Corona” Family Drinks. Lyons Tea Tokalon Ltd. 

Emu Wine Co., Ltd. Macleans Peroxide Tooth Paste. Typhoo Tea Limited. 

Ever Ready Torches. Mullard Ltd. Vimto 

Hovis (Buttered, not bettered). Oxo Limited. Wolf Tools Limited. 


SOFFE BROS. LTD. 


and SOFFE BROS. (DISPLAYS) LIMITED. 


3-5 Station Road, Watford, Herts. Tel: GADebrook 3393/4 & 6327. 
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Exhibition World 


ricultural shows no. 


pull in the public 


By OUR EXHIBITIONS CORRESPONDENT 


TT‘HIS should be the time for 

open-air shows and exhibi- 
tions, but when we do get a 
little sunshine my sympathy is 
for the energetic salesmen at 
Olympia who have to deal with 
awkward buyers at the same 
time as they are mopping their 
brows. 

Due to weather freaks these 
phenomena happened to occur 
during the Plastics and Business 
Efficiency exhibitions, and the 
“glass house” during these times 
meant extra laundry bills for the 


long - suffering “exhibition 
widows” and some moans 
from the foot-sore journalists 


who covered these shows. 
Therefore, as a_ sufferer, | 
welcomed the copy of Northern 
Show Guide I received from the 
National Farmers’ Union which 
ably reviews the many agricul- 
tural shows held in this country 
last year. It brought back to me 
the many pleasant days I have 
spent covering events when the 
weather happened to be fine. 
This comprehensive guide, 
compiled by Ernest E. Milner, 
north regional officer of the 
NFU, gives the attendances at 
the shows, the number of entries, 
the amount of prize money won, 
and a lot of other information of 
interest to exhibition officers. 


Increase over year 


From this publication I learned 
that the attendance figures at the 
58 County and National Shows 
held in 1954 were 1,949,778—an 
increase of 74,814 over the 
previous year. Agricultural 
entries amounted to 61,951, horti- 
cultural 4,454, and small live- 
stock 29,447. The total of 95,852 
represented an increase of 9,000 
on the previous year The 
number of trade stands was the 
highest on record at 7,253. Prize 
money amounted to £153,202 and 
trophies valued at £104,904 were 
awarded. Some 150,000 schedules 
were issued and 344,700 cata- 
logues. 

The 193 local shows attracted 
993.316 people—a decrease of 
230,299 due to bad weather con- 
ditions The weather was also 
responsible for the cancellation 
of five shows. 


A tribute is 


paid by Mr. 


Milner to the exhibitors and 


designers of their stands by say 


ing 

Generally speaking all shows 
have continued to improve on 
the lay-out of showyards and 
the presentation of their pro- 
grammes, realising as they do 
that the exhibition must now 
cater for increasing support 
trom the general public. 

“The design and lay-out of 
individual exhibits show a vast 
mprovement on the past, and 
the greater use being made by 
societies and exhibitors of firms 
specialising in exhibition work 
is largely responsible.” 

* * * 


THe THIRD British Instrument 
ndustries Exhibition, to be held 
at Earls Court between June 28 
ind July 9, should be a Mecca 
for schoolboys as well as for 
scientists because 160 of the finest 
instrument makers in the world 
have combined to show that the 
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This new HH 

Scootomohil: 

made of 

g lass re 

plastics—ai 

helmet 

Doreen D 

Both were - 

Plastics Ex é 

age of the re 
The elec or 

electronic d now 

produced ¢ tan 

dard equip 10W 


diverse and the- 
matical pri om- 
pleted in . the 


Royal visit to 


When HRH the Duke of Edinburgh visited the Business Efficiency 


Exhibition, Olympia, the Hon. D. J. Smith, chairman 
& Son Ltd., explained the working of Alacra pin 


tinuous Stationery. 


two vears tan con- 
ventional met! 

The strobo ) be 
shown. Wit ment 
of rapidly-1 and 
articles can b ibling 
the rotor i to be 
studied in th 1 still 
photograph, a!t gh king at 

> ~oo 
business show 
usiness show 


visit to the exhibition 


{ W. H. Smith 
wheel feed con- 
The Duke has graciously accepted an offer from 
the Office Appliances and Business Equipment Trades Association to 
present him with the equipment and furnishing of a modern office for 


the use of his staff at Buckingham Palace. This followed the Duke's 
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thousands of 
minute 

Another fascinating exhibit I 
am looking forward to seeing 1s 
a balancing machine which is so 
accurate that the gravity of shafts 
and rotors can be balanced to 
about a one five-millioneth of an 
inch. 


revolutions per 


. * 7 


Wuen the firm of Fibreglass 
Lid. exhibited at the Plastics 
Exhibition they had the bright 
idea of showing an American 
film dealing with the manufac 
ture and uses of reinforced 
plastics during the run of the ex- 
hibition About 150 leading 
plastic manufacturers and experts 
were invited to Londonderry 
House’ and following the film a 
cocktail party was held I 
thought the film was very inter 
esting, but was surprised to learn 
that apparently no film dealing 
with reinforced plastics has ever 
been produced in this country 

* 7 

I Was interested to receive 
from the Albert Milhado organ) 
sation dummies of the special 
pages to be published in three 
leading Danish newspapers on 
the occasion of the British Trade 
Fair in Copenhagen Mr 
Milhado is offering advertisement 
space in these supplements to 
British advertisers at a combined 
rate and he has told me that the 
response has been excellent so 
far. 

* * * 

As THe Plastics Exhibition was 
only fur British exhibits this year 
(in 1957 it will be “Interna 
tional”) a display of Czechoslo- 


vak plastics was held at 16, 
Berkeley Street, June 3-10, by 
East Anglia Plastics Ltd—the 


British representatives of Chema 
pol of Prague 

A very interesting display it all 
made, and there was a special ex 
hibit devoted to the product 
known as “Sanplasi” which is 


@ Continued on page 698 
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Design and Construct 


anything 
FOR AN 
EXHIBITION 


anywhere 


Stand-fitting, Lighting, 
decorative displays...you’ll 
find that no other o: ganiza- 
tion offers such comprehen- 
sive exhibition services—or 
such friendly co-operation, 


OLYMPIA LIMITED 


KENSINGTON - LONDON . W.14. TEL: SHEPHERDS BUSH 5366 


cam oveltie 


ee 


FOR ALL THE YEAR ROUND 


4 


ws 
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Goodwill 
Advertising 


size, the novelty 
contains a useful blade 
and screwdriver crown 
cork-opener in stainless 
steel. Available in 


pearl. Can be embossed 


Distributed through al! 
leading advertising 
novelty specialists 
who may be consulted 
for details. 


Ww 


STEPHENSON & WILSON 


LOUVIC WORKS, GARDEN STREET, 


SPECIALISTS in PENKNIVES for GOODWILL ADVERTISING 


SHEFFIELD, |. 
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Collective UK stand at 
Belgian exhibition 


used in the production of splints 
and othe appliances. 
* * 

ALTH e Brussels Univer- 
sal and |! nal Exhibition 
is nott ntil 1958 an in- 

| formatiy magazine is 
being by the 
organis ges 703 and 
704) 

Printe« by a Belgian 
printer nformation 
bulletir »t to create 
early e show. I 

| Suggest | inisers of our 

| British Ir r might find 
a bulletir nes a good 
pudiic d 

Anot! >vent—this 
one of irday and 
lasting t} 10—is the 
Second | lextile Ex- 

| hibit on is the 

| Palais du The or- 

ganisers e¢ about two 
million v e along 
and fr the world. 

The ext ted King- 
dom textile is been ce 
ordinated ed by the 

Amb 1 patron- 
age of the B issador 

The desigr ling of the 
collective commis- 
sioned from | ennon who 
has himself to super- 


vise the erect 
colouring 
two-fold 


1 complete the 
His task was 
juate and 


impressive several 
exhibits of UK textile 
firms partic e at the 
same time 2.000- 
square-feet | he Oppor- 
tunity to shov id that art 
is today integ nuch of 
British industr 
‘Orchard’ o° prisms 

His design i vo ceiling- 
high structura imns rising 
from a floor of ¢g chippings : 
there is an chard” of 23 
10.5 feet-high pr the three 
sides of each « accounts 
of the exhibitors’ activities. The 
orchard-planting prisms is 
to enable visitors 1ove among 
them freely see each 
poster- at comfortable distance 
The prisms are strung like 
shuttles by nylon webs on to a 
thin central tube and each is 
capped by an elect light. There 


are pole-spires rying heights 
bearing banner-panels emphasis- 
ing the quality and variety of 
British productsthe theme of 
the whole exhibit 

For all the sense of space 
achieved and the allowance for 
easy circulation, visitors will 
nonetheless be unconsciously 
directed to the glass-faceted 
office-display room at the back 
of the stand by broad pathways 
leading to it from the main and 
side entrances This office-dis- 
play room will be manned by 
Ambassador staff and by inter- 
preters and field officers from the 
British Embassy in Brussels. 


iu 


Untouchable 


T the recently held National 

Materials Exposition held in 
Chicago, this attractive (and suit 
ably captioned) model drew atten- 
tion to some of the exhibits for 
the benefit of the press, newsreels, 
and television representatives. 
The exposition was visited by 
some 30,000 executives coming 
from about 40 countries. In 
recognition of the importance of 
materials handling to the national 
economy, the. week of the event 
was styled “Better Material 

Handling Week.” 


Forthcoming Events 
(to August 6) 


June 27-July 1, British Electric 
Power Convention and Exhibi- 
tion, Sports Stadium, Brighton; 
June 28-July 9, British Instrument 
Industries Exhibition, Earls 
Court; July 2-9, Hatfield Indus- 
trial and Trades Fair, Technical 
College, Hatfield; July 5-8, Royal 
Show, Wollaton Park, Notting 
ham; July 5-16, Jnternational 
Printing Machinery and Allied 
Trades Exhibition, Olympia; July 
8-19, Inverness Ideal Homes and 
Trades Exhibition, Northern 
Meeting Rooms, Inverness; July 
12-14, Great Yorkshire Aegricul- 
tural Show, Harrogate; July 13- 
23, Nottingham Ideal Home Ex 
hibition, lee Stadium, Notting 
ham; July 16-30, Gt. Yorkshire 
Ideal Home and Industries Exhi- 
bition, Roundhay Park, Leeds; 
July 18-21, International Water 
Supply Exhibition, New Horti- 
cultural Hall; July 20-22, Royal 
Welsh Show, Haverfordwest: 
July 21-August 6, Aberdeen Ideal 
Homes and Trades Exhibition, 
Music Hall, Aberdeen. 
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2 4 Vv silver side plates or 
=e attractive imitation 3 
*. 4 or engraved with an mh 
a" : advertising message and : 
Pu = the latter can be : 
ae ~ hy embossed in colours. ‘ 
“yy y) a %* 
ae 6 \ 4 . - 
“- ; \s a ¥/ ; 
" } = “ 
= - __ ee » ’ 
ne ot. » \ WS " 
yin { —— wi ; 
— Ly | \ 
. & x "s 
arte p Py 


23, 


1955 699 


- 


ay 


\ 


mi ¢ 


\ 


Lp 


— What does she 


i ) As you might guess 
Says these tho 
Mothercraft are th: 
confidently. Ha 
| that mak« 


thanks to HOUSE\ 


With he: 
both for g 


Terylene socks for t! 


compliment with a tumbler dryer 
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see im 


inch Anne Cuthbert reader. 
‘ical articles on 
handling her baby so 
10, for anything 
s—life easier. Says 
‘t regret a single thing 
she’s b > nursery. 
i up, relies On HOUSEWIFE 


id good guidance all round. 


Dashe« y a really pretty, 
pern vleated cotton she saw in 
HOUSEW o time wasted searching. Got 


| important male birthday— 


HOUSEWIFE’S idea. Will suggest he might return the 


the one she saw in HOUSEWIFE. 


HOUSEWIFE’S A.B.C. figure for July to 
December 1954 went up to 180,588. The figure 
for the current half-year will show a consider- 
able increase—a further reflection of HOUSE- 


WiFe’seditorial liveliness and all-round appeal. 


HOUSEWIFE is one of the few monthly 
women’s magazine members of the Audit 
Bureau of Circulations. 


The April, May and June issues of HOUSEWIFE 


carried an average of 100 pages of advertising. 


IS AT THE TOP OF THE MASS MARKET 


A HULTON PUBLICATION 


Advertisement Manager: REG LEVI, 43-44 Shoe Lane, London, E.C.4. Telephone: CENtral 7400 


Advertisement Controller: George A. Cooper 
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Packaging and Point of Sale Disp!a» 


Tie-up message goes on 


new frozen food pack 


ro give an extra all-round 
boost to sales of their 
quick frozen foods the Birds 
Eye organisation have placed a 
novel selling angle on their 
new chopped spinach pack 
Along the front edge of 
pack and beneath the identi } 
Chopped spinach” line the { 


The nen Birds I ve 


ve 


hard selling line for anothe mm 
lowing message ha ade 
to appear in rey ‘ tering 
Buy Birds | h fillets 
100-—they re eon nd such 
value f 
This hard selling etfo s the 
logical outcome of the ever in 
creasing pressure upon the re 
stricted space of the retailer's 
quick frozen food display cabinet 
* * 7 


Ree ts or dental floss (which 
need careful individual packag- 
ing) benefit considerably in 
hygiene and handling convenience 
from the new presentation in 
card and Courtaulds’ cellulose 
acetato film evolved by the 


By OUR PACKAGING CORRESPO\: 


— James Pearsall & Co., 
Ad. 

The product, waxed rayon 
thread, is wound in 12-yard 
lengths on wooden reels and is 
used by dentists and the general 
public for dental hygiene pur- 
poses. The pack consists, first, 
of a strip of blue card printed in 
black and folded in rectangular 
fashion around the reel. A sleeve 
of cellulose acetate film slides 
firmly over this, completing a 
pack which is easy to handle, 
clearly reveals the product and 
keeps it clean and dust-free. The 
pack remains effective after sale, 
for the reel can be replaced after 
each portion of thread is used. 


Supplied to chemists 


Printing on the card is merely 
used to designate the contents— 
all that is necessary for this 
rather specialised product. The 
individual packs are supplied to 
chemists in outer cartons of 12 
and the small protective sleeve 
(as well as the outer carton) is 
made up by A. Stevens & Co., 
Taunton, from cut-to-size sheets 
of the film supplied by British 
Cellophane Ltd. 

* * 


* 

THe pack for the Scotchlite 
“Lite-a-bumper” tape has been 
made to resemble closely the one 
which was so successful in the 
United States. Made by the 
Minnesota Mining & Manufac- 
turing Company, the product is 
now being distributed nationally 


The twin causes of 
hygiene and hand- 
ling convenience 
are well served by 
the new form of 
presentation ar- 
ranged by James 
Pearsall & Co 
Ltd.. for reels of 
dental floss. British 
Cellophane Ltd 
supplied the film 


in this first time. 

A 24 e tape ap- 
plied t will re- 
flect head i distance 
of 440 \ d in red 
for the for the 
front bumpe ve a wel- 
come aid safety on 
the road icks in a 
special c irton are 
now availa e Masius 
& Ferguss 

* . . 

THe Ke e always 
carry someth st for the 
children on of their 
cornflake packa haps the 
most success! ner “gim- 
micks” in this ihe “Mask” 
Series. 

One of the resenta- 
tion of the nerican 
clown, Pau! his has 
now been cle as the 

@ Continued ge 702 
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The Scotchlite bumper tape pack- 
age makes use of a plaid design 


New <di:play pieces for 


soft d:inks 


DDITIONS recently 

been made : Clayton 

soft drinks di d poster 

pieces. Show: * and on 
page 702 are ty ihem. 


The new oran iash bottle 


display unit is n design 
but gives a not ee-dimen- 
sional effect I tra attrac- 
tiveness an ac transparent 
drinking straw en fixed to 
the display and re n the edge 


of the bottle Tt 
Ww M de Majo 
ing im green, pri 
late brown has b 
Son, Ltd 

The animated display unit 
which W. M. de Majo has de- 
signed with L. Bramberg has been 
based on a theme used originally 
for one of the Clayton Under- 
ground roof cards 

This piece can display either 
actual Clayton squash bottles or 
pint mineral botties—or a com- 
bination of the two It is silk 
screened in seven colours on 
white and varnished; the cut out 
apertures of primrose lightweight 


sign was by 
| lithograph- 
> and choco- 
cen by Baker & 


A transparent drinking straw is 
used in this display. 


card form recess back- 
grounds. The eyes of the “Clay- 
ton Kids” are animated by a bat- 
tery operated motor and move to 
the left and right 


} = 3 
ee 5 } 7 | | | 
ey ifs ? > 
: C#: "Mo “ a 
; é q i ~~ ~ 2 i : , - 
i + & ; 
- =—eS P = i 
int r dees ” = - | 
a jk ea : 
: peosTeo ae ' | é E 
5 ZY v's cee” Siac, rae A ; a] 
. — Bs = 4 4 { P if j « : 
: aici NW. th : 
“i | Ni « Lb ; 
Le. —_ a Ee i 
- cats: 

” | “4 
ee 4 i 5 
is ae ey if ‘ 

; 3 Oy wi ”. 
; = ‘de 2 my i) is yi fen 
:s b-. = ae 
} - | > . : : a 
ie 


June 23, 1955 701 ADVERTISER'S WEEKLY 


THE WAY 


to a woman s 
heart 


of the great discoveries of the twentieth — read, bought ' 1, passed on to others to be 

century is that women are people; different, read. M tial people, well above the 

in a fascinating way, from male people, but national average in income—that’s the audience you 
fundamentally human reach when you advertise in The Reader’s Digest. 


And, as women become cultivated for their pur- 


chasing power rather than their pedestals, adver- 


tisers pay court to them. Women live in and for 
their families — and advertisers reach them through 
their families. That is one of the reasons why Th 


page—-{\5 extra for half a page. And full colour 
printing on The Reader's Digest’s heat-set rotary — 
press con! onty 20°. more than black and white. 


- BLEED 
— 


Reader’s Digest is such a powerful advertising 


medium—it is a family paper, read mainly at home. 


A million circulation, several million readers, 
that is part of the story. But there’s more to it than 
that. For The Reader’s Digest is not a magazine 


that is glanced at and forgotten. It is written to be 


NO WONDER THEY CALL IT 


The header’s Digest 


A MAGAZINE FOR READERS, WITH A GUARANTEED MILLION SALE 
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Our clients include 


HOOVER WASHING 
MACHINES, LTD 


SHELL MEX & B.P. LTD. 


SHELL PETROLEUM 
co. LTD. 


ALEXANDER DUCKHAM & 
co., LTD. 
INTERNATIONAL 
HARVESTER GREAT 
BRITAIN) LTD 


MASSEY -HARRIS-FERGUSON 
(MANUFACTURING) LTD 


ESSO PETROLEUM 

co., LTO 

ROTARY HOES LTO 

}. E. SHAY LTD 
NATIONAL BENZOLE 
co., LTD 

REGENT OM CO., LTD. 
LONDON TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
coO., LTD. 

j. LYONS & CO., LTD. 
THE BRITISH LEGION 


PEPSI! COLA LTD. 


HELENA RUBINSTEIN 
tTp. 


is quicker — 
more brilliant — 
longer lasting 


Our unique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 

HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 

include nameplates, operating 

instructions, diagrams, warn- 

ing notices, etc. 
BRILLIANT POINT-OF- 
SALE TRANSFERS 

are the most effective method 

of window advertising. 
DESIGNS 

Our process with the use of 

brilliant colours ensures per- 

fect reproduction of the most 
intricate designs. 
EASY TO USE 

No special skill is required for 

application. 

Solve your marking and sales 
problems— 
Write or ring today: 


associated A F transfers Itd. 


176-188 Acre Lane, Brixton, London, S.W.2. 
Telephone: Brixton 2057 (4 lines) 
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Paul June 
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feature of 
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larger one 
square) show! 
designed and 
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realistic three 
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displays collapse 


very simply 
* 
Two NEW 
pensers have 1 


appearance. (ne fri 


Showcard & 
enables the (: 
firm of Will 
Co., Ltd., t 
“Fontana” 
four on ¢a 
penser hangs | 
of cream stov 
wire One 


to another to gs 


play as required 
The second d 
Victoria Plast 
by Suchard ( 
the informatior 
chocolate on 
holds SIX iff 
chocolate and 


material 


wners (the 
40 inches 
s page were 
1 by Fords 
the very 
val effect 
which is 
card, these 
and - erect 


tractive dis 
made their 
n the Acme 
L o., | td ; 
ublishing 
Son & 

of their 
icross and 
This dis- 
wall and is 
Ned wrought 
€ hooked 


big a dis- 


made by 
cing used 
Ltd., and 
t it “sells 
This unit Left: The new display which 
f holds 32 books. Right: the new 
Suchard chocolate display unit. 


TRADE MARKS © WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS © VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS - CALIBRATIONS “en 

WIRING DIAGRAMS - WARNINGS - NOTICES . ETC. This animated 


on white 


lisplay piece has been silk screened in seven colours 
The eves are made to move by a battery operated motor 
Production was by Leon Goodman Displays Ltd. 
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° * way, Finland, Portugal, Yugo- wine-growers, food manufac- 
30 nui wri ex ecte at slavia, Czechoslovakia and turers and others who may wish 
Canada. A tota f some SO to sell as well as exhibit their 
acceptances is confidently ex products. A number of first- 
= Po” pected. The dates of opening and class restaurants will be opened 

1958 exh b f rn closing will be Apr } and Oct within the precincts 
I l lo ober 31, 1958 Various festivals, fashion 


The exhibition will attempt parades and academic, scientific 
to convey 2 broad view of the °F technical congresses will make 
present stay of human Brussels their rendezvous for 
achievement in every field: 1958 and may be held in the 
science, art, scholarship, indus- exhibition grounds 


try, trade, transport. communi- : : - 
cations, town planning, educa Big daily attendance 


[' may seem early to be lay- 
ing plans for an Exhibition 
in 1958. Yet the Board of 
Trade asked likely exhibitors 
to give notice of their inten- 
tions (without commitment) 


tion and the use of leisure. It The event will provide the ex 

some few weeks ago. will also show the vast possi- hibitor with a vast audience. 

In fact, there is barely time for BELGIUM bilities of further development drawn together from every 
organising an event on the scale now opening out before man- corner of the earth According 
intended, for this is no ordinary kind, and will stress the need to forecasts based on attend 
Trade Fair. The Brussels World for world-wide co-operation ances in 1935, on the post-war 
Exhibition, officially known as  ernement. directed by Baron between all races and creeds if growth of tourist traffic, and on 
the “Exposition Universelfe et Moens de Fernig and coming these great hopes are to be advance inquiries from travel 
Internationale de Bruxelles en under the authority of the realised. agencies, the average daily at- 
1958,” is one of those great inter- Minister for Economic Affairs The whol a tendance may be over 100,000 
national exhibitions which aim to The executive body is a limited site of some 4 t as and may well reach 125,000, 
demonstrate the whole range of company, the Société de l'Exposi much again Rrussels making a total gate of 25 to 30 
human achievement. Under the tion Universelle et Internationale Exhibition of in- million 
Paris Convention of 1928, te de Bruxelles en 1958. S.A. clude the fin 12s New roads and special trans- 
which the United Kingdom is a of the Grands P ( n ee 1 rg -, already 
arty, such an event is known as : S +s : » which a liar cing planned to bring these vast 
: “General Exhibition of the United States participating egg Bogen xhibi crowds swiftly from hotels in 
First Class,” and may not be held At this early date, 20 nations tors at the t . in Brussels, other Belgian towns and 
more than once every 15 years pave already agreed to take part. April-May ev even neighbouring countries. A 
in anv one country It augurs well for the success of The lighte en af park (of over 120 acres) for 

Two main bodies are concerned the venture that these include overlooked nd of 30,000 cars will be built close to 
with the exhibition—one for the United States—the first time flower-beds a: wili the grounds, and a special coach 
planning and general supervision. that government has officially enliven the 4 ise station with frequent express ser- 
the other for converging the plans taken part in a world exhibition. ment park i lea Vices to Litge, Antwerp, The 
and for day-to-day management) Among the other countries replica of “Old 1 is," Hague, Rotterdam and Lille 
after the opening date. which have accepted the Belgian complete with rse- among other places 

The planning body is a Belgian Government's invitation are the trams and gay the A new electric railway js 
government commission, the United Kingdom, France. 91) One sect inds planned to link the site with the 
Commissariat Général du Gouv Switzerland, Italy, Holland, Nor- will be set ar wers, @ Continued on page 704 
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Parlez-vous francais... 


Well, perha ps not 


But yom want to your ideas over SALES 

im Belgi x e'll do it for yo - or, 1 

yee p fee ‘ ‘supp t 3 ii id si § _ it G U | DAN CE 
PUBLI-SYNTHESE & R. L. DUPUY S.A. 


170, Avenue Louise, Brussels 
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ADVERTISER'S WEEKLY 


A Clarion Call 
to Advertisers 


The “Home” influence of the 


° local newspaper is of exceptional 


Portsmouth is 
the centre of 
an area 
where the 
tide of trade 
and industry 
is rising 


rapidly. 


‘EVENING NEWS 


value to advertisers of every type 
of commodity and service. 

\iake your space reservation 

now. and enhance your sales 
quickly and economically in 


the South. 


PORTSMOUTH 


The City’s Own Evening Newspaper 
LONDON OFFICE: 85 FLEET ST., E.C4., Telephone CENtral 2845 


- 


"No supplier of 
raw materials 
to the paint 
trade can afford 
not to advertise 
in the PAINT, 
OIL and COLOUR 


Journal" 


W.A. Mitchell & Smith 1 
RESIN MANUFACTURERS 


Advertising rates from the 
Paint, Oil & Colour Journal, 
83-86 Farringdon Street, 
London, E.C.4. City 4788 


THEATRE & 
EXHIBITION 
CONTRACTORS 
LIMITED 


26, PROGRESS WAY, 
CROYDON. Phone 2624-5 


Specialists in Exhibition 
Feature Construction, 
Stage Decor, Scenery 


Why not put your TV 
Feature or Exhibition— 


ON ICE! 


We have complete equipment 
available as supplied to 
RADIOLYMPIA 
RADIO EARLS COURT 
DAILY EXPRESS FOOD FAIR 
No. | THEATRES 
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yn”) — These 
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Joint exhibits (“Exposition col- 
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but must form 


part of an associated exhibit or 
exhibition concession. 


June 23, 


This is an artist's impression of 
the “Atomium™ for the 1958 
exhibition. 


Handcraft producers and the 
like may be exempted from the 
minimum space requirement 
Firms who wish to sell goods at 
the exhibition (other than mere 
samples) may be granted trading 
concessions under  individua! 
contracts, but will not enjoy the 
full privileges of exhibitors under 
the convention of 1928. 


Fantastic structure 


The most striking feature of 
the exhibition will be the 
“Atomium”—a fantastic struc- 
ture representing a molecule of 
metal enlarged about 200 milliard 
times. It will consist of nine 
huge metal spheres. each 65 feet 
in diameter, suspended in mid-air 
with the uppermost one at a 
height of 450 feet. The molecule 
to be represented is of the type 


technically known as a centre- 
cube crystalline structure. A 
museum of atomic science will be 
housed actually inside these 
metal spheres 
* a * 
RECENTLY PUBLISHED statistics 


show that despite last summer's 


very bad weather, 1954 was 
another successful year for the 
Belgian tourist industry. The 


number of tourist nights spent in 
the country by foreign visitors 
rose from 2,164,000 (1953) t 
2,495,000 last vear—an increase 
of 15 per cent. The number of 
visitors from the United King 
dom (who have always been the 


most numerous) increased re 
markably—from 535,000 
680,000 

* * * 


EVIDENCE OF progress in the 
modernisation of the Belgian coa! 
mines was clearly apparent at 
the Liége International Fat 
Members of the Coal Mining 
Association of the Province of 
Liége reconstituted a complete 
mining gallery, equipped with 
the latest extracting and under- 
ground conveying machinery. 
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US meat company stages novel 


705 


contest for a new name 


| hs a spectacular promotion 
of their “Pantry-shelf™ 
meat products, Armour and 
Company have staged a $65,000 
contest to select a new stage 
name for a film personality 


The film personality, Taina Elg, 
around whom the Armour organi- 


have built a novel sales 
promotion. 


sation 


who already owns one of the 
most unusual names in Holly- 
wood—Taina Elg, a Finnish 
ballerina. 

The company have offered as a 
grand prize a six-room house 
plus ground, landscaping and 
furnishings up to a total value of 
$25,000. The house, designed for 
the National Association of 
Home Builders, is the same as a 
home being featured on the NBC 
“Home” television show. In ad- 
dition, there have been six weekly 
contests, with a first prize each 
week of a 1955 four-door Dodge 
Coronet, equipped with radio, 
heater and white sidewall tyres, 
and 150 second prizes of a Nesco 
Fryryte electric frying pan. 


Accompanied by label 


The grand prize winner will be 
selected from among the six 
weekly first prize winners at the 
end of the final contest. Each 
suggested name for Taina Elg has 
had to be accompanied with an 
identifying label from any of the 
following Armour canned meats: 
corned beef, corned beef hash, 
beef stew, chili, spaghetti with 
meat, vienna sausage, devilled 


Catalogue, showcard, 
leaflet or packaging 

as long as its production 
involves the use of 


Spicers Paper Consultant 
at the planning stage. 


19 New Bridge Street 


some kind of paper or board, 
you will find it pays to call in 


Speak to Wigs 


Telephone : FLEET STREET 4211 
London EC4 
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It's a good job 
we asked NIM along! 
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Vermouth King 


In order to display their ver- 
mouth in Italy, the Carpano 
company have chosen a vintage 
car as the main feature. The cut 
out, of stout millboard, is in four 
pieces fitted together by tongue 
and slot fastenings (wheel hubs, 
bonnet, back part of body) and 
represents the first Fiat 

Inside the cut-out a bottle is 
placed and held by a _ metal 
holder in an inclined position ; a 
caricature-type cover surmounts 
the bottle The whole display 
recalls and repeats the company’s 
advertisement character, “King 
Carpano,” which is well known 
to the Italian publi: 
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a group of nine 


influential newspapers 


Associated Kent Newspapers Ltd. 
LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 


“CYPRUS 


Powers 
give you 
ay» Service 


JOSHUA B. POWERS LTD. 


14 Cockspur Street, 


en = a we 


International Publishers’ 


Representauves 
WHI 3366 


TEXTILE 
MANUFACTURER 
Eanes th htt 


EMMOTT & CO. LTD, 31 KING STREET WEST. MANCHESTER 3 
LONDON OFFICE 50 TEMPLE CHAMBERS. TEMPLE 


ished 


(A The pulse of production 
INSTRUMENT 
REVIEW 


Gatowes 


The Herbert Publishing Co. Ltd. 


Heathcock Court, Strand, London, W.C.2. 
Telephone: COVent Garden 2640 
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Public Relations 


Grocers told they need 
the help of a PRO 
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eceived a fair 


amount of support, although the 
appointment of a PRO was 
opposed in some quarters 

One member said the press 
sought sensationalism and as 
long as there were people who 
wanted to read of food prices, 
then they would continue their 
present policy. “We do not want 
a PRO, for he would be of no use 
if he could not get his quotes in 
the press—and of less use if he 
could not get the whole of those 
quotes in,” he declared 

In the end it was decided to put 
the resolution before the council's 
parliamentary committee 


‘Beer and cheese! 


THE MARRIAGE of beer and 
cheese was the slogan for the 
Cheese Bureau's tasting session 
recently held in Manchester 
There was a fine display of 
cheeses 14 different varieties 
including New Zealand and 
Australian Cheddar—and _ this 
was matched with 40 different 
bottled beers brewed in and 
around the city 


Exhibit by air 


REPORTERS AND photographers 
attended a “send-off” party at 
London Airport, prior to the 
entire United Kingdom textile 
exhibit taking the air to the 
Brussels International Textile 
Exhibition (for further details, 
see page 698). The claim has 
been made that this was the first 
time ever that a whole exhibition 
has been flown to the assembly 
point, and it was certainly a big 
operation because much of it was 
glass. The entire capacity of the 
Airwork Ltd.'s “Dakota” plane 
was taken up 
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Bookshelf 


Everyman’s 
Continent 


VEN the most case- 

hardened “holidays - on - 
the-Island” devotee among us 
must give ground now and 
then and concede that there is 
much to be said for seeing how 
they go on abroad. The virtue 
of this book* is that it makes 
the process as near painless as 
it could be. 

For, as the introductory chapter 
puts it: “This is a Europe-wide 
guide; but it is not only a 
Europe-wide guide, in the 
orthodox sense. It is that, and 
much more than that. For it 
contains much information that 
has never been published any- 
where hitherto. We have explored 
entirely new fields of activities 
and interests. We have covered 
a far wider range than any guide 
has attempted to cover up 
now.” 

This is a guide with the accent 
on fun it tells you how to 
have fun in Europe. Within the 
covers of the book, indoors and 
outdoors the quest for fun is 

* The Men's Guide to Europe, ed 
by Eugene Fodor (illustrated by K 


published by Newman WNeam 


price 25s 


guide to the 


of Europe 


pursued through 21 countries. 
The more serious sides of travel 
are not ignored. 

Here are some sample chapter 
headings: Europe by night 
champagne, girls and booming 
boites; The Casinos; Golfing in 
Europe ; The Gastronomic Grand 
Tour ; and, The Guzzler’s Guide 

On the latter subject attention 
is drawn to the fact that “Europe 
has no dearth of bars but 
there are bars and bars.” A 
selected list is given. 

Quite apart from the contents, 
this is an excellent book to 
handle. 


Where the 
profits go 


The Earnings of Industry, published 
Hollis & Carter Ltd.. for Aims of 


industry Lid price 4s 

TP.HE current issue of this 
series presents a _ large 

number of breakdowns of 

each £ of receipts in Britain's 

leading imdustrial companies. 

It should be studied by all 


who want up-to-date informa- 
tion on the subject 


In particula t should be 
studied by those responsible for 
the continuous rise in wages 
which are so disturbing to the 
finances of so | npanies 

The role of profits and their 
distribution is also underlined. It 
is, for example, | ted out that 
if a bag of cc t d in the 
home market ma} is. 64d... only 


ADVERTISER'S WEEKI 


id. of it goes to the ordinary 
stockholder ; the paper bag costs 
4d.. transport to the works from 
the job 74d., and the manufacture 
of the cement itself, including 
provision for wear and tear on 
the machinery of the equipment, 
2s. 3d 

This booklet deals with such 
matters as the relation of capital 
to wages, raw materials, taxation 
and other primary costs 


ooo 


Screen 


and stage ecard tie-up 


The Rapha on have had their birthday and Christmas 
cards effecti the play “Serious Charge,” and the film 
Raising a Ri i s the village post-office-shop featured in 


the film 


‘ 
For more than fwenty years 


we have been studying reactions 


to the printed and spoken word. 


This means successful advertising. 


PFAWDRYS ff 


« 


x 


Fawdry Lid 
HY Lb 


Mark 


Telephone 


ADVERTISING 


Hanover Court 
Park 9176-7- 


VARKETING 


Hanover Street. London. W 
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PRESS ADVERTISEMENT a sas ati eatin et 
REVEAL your natural loveliness 
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THE GRAPHIC ARTS 


—a weekly news survey 


CONDUCTED BY ROGER DARCY 


8 million journals a week output 


from Sun’s Watford works 


Sun Printers, of Watford, are 
the subject of a front-page fea- 
ture in the latest issue of Lino- 
type Matrix (No. 22), house 
journal of Linotype and 
Machinery Ltd. The article says 
that of Watford’s population of 
70,000, some 7,000 are engaged 
in the printing industry And 
3,000 of these work for the 
largest single printing unit in the 
country, Sun Printers Ltd. 

This big firm at present prints 
12 weeklies and four weekly sup 
plements, 22 monthlies and two 
monthly supplements, six quarter 
lies, and a wealth of other work, 
including tourist guides, illus 
trated catalogues and air trans- 
port time tables. 


The titles of many of the 
magazines printed by Sun are 
household names like Vogue 


‘World without 
paper’ theme 


“Imagine a world without 
paper” is the theme of a small 
pamphlet issued by Spicers Ltd 
The contents outline Spicers’ 
service to the printer and other 
paper users. Printed on Spicers’ 
Penrose Text Matt, the cover is 
printed in Spicer blue, the firm's 
house colour 

A new folder of samples has 
also been issued by the firm, con- 
taining items of paper, printed in 
various colours and giving details 
of the type faces used. The folder 
itself is Ivoretta 2-sheet board. 


Day-Glo leaflet 

A small leaflet showing a cut 
out pair of spectacles, through 
which yellow Day-Glo shows, 
has recently been issued. The 
slogan is “Mind your eyes 
because Day-Glo papers and 
boards are dazzling.” The centre 


of the leaflet is printed on 
Saturn Yellow. Sole stockists in 
Great Britain and Ireland are 
I S. Dixon & Co., Ltd.. Sir 
Thomas Street, Liverpool 1, and 
Upper Thames Street, London, 
EC4 


TA election 
Following the election of F. C 
Blackburn as general secretary of 
the Typographical Association, 
the post of general president is 
now vacant. TA members will be 
taking part in a ballot to elect 
Mr. Blackburn’s successor as 

general president shortly. 


House and Garden, the 
Geographical Magazine, Flight, 
Motor Boat and Country 
Life. These are all printed on the 


battery of L & M presses. 
Pioneer Work 

But in addition to these letter- 
press productions, Sun are par- 
ticularly famous for their long 
run photogravure, a _ printing 
technique which they can, in large 
part, be said to have pioneered 
in this country 
aggregate weekly output 

periodicals at Sun is in the 
region of eight million copies of 
which some two-thirds are pro- 
duced by photogravure 

The same issue of Linotype 
Matrix carries an article on the 
trade press——“The Literature of 
Trade and Industry.” The article 
s illustrated by small reproduc- 
tions of the name blocks of many 
trade journals, all of whom, it 1s 
claimed employ Linotype com- 
position 


Still Growing 


Trade and technical publishing. 
says the article, is still an ex 
panding field, and “is likely to 
remain one as long as human 
activity continues to extend its 
pattern of everlasting com- 
plexity.” 

Publications for trades and 
professions in this country go 
back quite a way into our history, 
and Linotype Matrix dates The 
Merchants Remembrancer of 
1681 as probably the earliest 
trade periodical here 


No ceremony 


VIPs will be 
visiting IPEX 


every day 


There will be no formal open- 


ing of the Tenth International 
Printing Machinery and Allied 
Trades exhibition <IP'X) at 
London's Olympia, on Tuesday, 
July 5. 

The doors w p t 9.30 
a.m. and mach then 
begin operating 

Practica e ‘ ¢ 
organisers, ther ts of 
eminent individ ul 
ised parties { i cs 
Full lists of the VIP b 
lished later 

At least tw: z 
printing firms a X 
Visits to the 
known firn B & “V 
Ltd. are invit $ 
to see their ta \ ch 
Cambs Tt ‘ vel 
by coach and ained 
to dinner ¢ to 


London 


Overseas print-lover 


On Friday, | is 
also holding ar ! er 
ing of print-love don 
house and garde 6 iry 
Square. V1 s fror ber 
of countric ire eXp } 

W. S. Cowell Ltd. ar ting 
overseas visitors t vorks 
at Ipsw cn Visitor be 
entertained < | irsda' July 7, 
at the Old Ne ¢ Inn, a 15th 
centur lockside ta n and one 
of the old oak houses « Ioswich 
It will be lent by the courtesy of 
George Bodley Scott 

Next day the visitors © tour 
the works of W S. ¢ “uC and 
there will be visits to places of 
interest in the towr There will 
also e a smal! cxhibition of 
C owe work 

IPEX closes n Saturday, 


July 16 


> 
= 
> 
a 


first time at IPEX is 


Mode s self 
mot press 

here It 

’ rate rippers 
and e lay for 

register work and 
geared inkers 
Stephenson Blake 
We he ne kn wn 
firr f elounders 
hut the will he 
; wir ner pro 

duc as well as their 
ly pe These will 
include an all-metal 
register table the 
proof press the 
irn Spa ¢ Band 

cleaner Mark iM, 
composing room 
equipment, a block 
mounting system 
and recent type 

faces. 
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Well won grew a) the leavers of your company 
ot an vaformel gechereng | promt-dewer, 


POPP ting Meme, 5 Rms Pinte, Semti 


4n amusing Ronald Searle drawing 
appears on the invitation by Balding 


and Mansell to their informal 
gathering of print-lovers in con 
nection with IPEX. Searle shows a 
weary visitor seated in B & M's 
London garden with his shoes off 
and consuming sandwiches of 
printed matter and a glass of 
wine Several surprised-looking 
birds look on 


COLOUR AND 
ITS EFFECT 
ON WORLD 


A novel annual report has been 
produced by the ink-making firm 
of Ault and Wiborg Ltd. Besides 
the necessary directors’ report 
and statements of accounts, there 
is much to interest the share 
holder in the firm's varied 
activities 

A colourful 
designed by 


cover has been 
Ray Bethers and 
shows, im an imaginary street 
scene, how the new world of 
colour touches everybody in 
almost every activity 

The street scene shows shops 
furniture; radio and television ; 
printing ; chemist ; sports goods ; 
books and stationery ; hardware 
and grocery 

Inside, a key shows which of 
the shops uses an Ault & Wiborg 
product-——news inks, rollers, litho 
inks, collapsible tube enamels 
metal decorating products, can 
coats and linings, package inks, 
decorative paints, vehicle finishes 
gravure and magazine inks, and 
poster and showcard inks 

An amusingly illustrated article 
shows “Mr. Everyman's” world 
of colour and another with similar 
illustrations outlines twelve 
months of progress by the firm 

The whole report has been well 
laid out and the accounts are 
casy to follow. Sales and earn 
ings for the group and company 


for the year ended March 31, 
1955, were again an all-time 
record 

This interesting and entertain 


ing report has been produced by 
Newman Neame Ltd., 50 Fitzroy 
Street, London, W.1, and has been 
well printed by Keliher, Hudson 
and Kearns Lid. Hatfields, 
London, S.E.1 
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The Screen Printing Process 


June 23, 1955 


Trend to advertising agency and 
screen printer co-operation 


By H. ASHFORD DOWN, 
managing director, Display Craft, Ltd. 


lb days gone by it was the 
usual practice ior silk 
screen colour printer: ter- 
view the national verliser 
direct and t ly to 
fesign point - of lay 
material and then ‘ate it In 
his own studi Thing ve 
changed 

To-day, the visuals az o- 
duced under the direction oi the 
agencies vho, through eir 
account x ct 
lial “ 

Si) ve 
readi he 
moderr i ie 
fact a ) 
operat 1g 
agent we car j ice 
jobs that h f 
appeal Ir 1 
very high " 
adve 12 ag ’ 
extensive scale and <« 
fore, offer the best po 2 
tive service at ec *s. 

Tube and wince) 

Some age tintain 
their own stud supply 
of “finished they 
are in an even bette ition to 
work in liaison with the silk 
screen colour printer. To demon- 
strate this point, we can cite the 
case of a tube card and a window 
display, which were designed by 
the advertising agents dge 


er 
Angled background } 


From the original 
colour by Bridge Advertising Ser- 
vice, Lid., agents for Combinol, a 
prototype was produced by Dis- 
play Craft Lid., who subsequently 
and by the silk screen method 
printed a quantity of these dis- 
plays in full colour. The back- 
ground was set at an angle thus 
giving the impression of distance. 


design in. 


? enamel! that Boiling Water made fam>. 
VALSPAE 


2-4 HOUR LACQUE! 


YE. 


o coms 2.4 eoune d 
« steam weet on pms a2" 
3 } « sasmy annem, #87 a _ 
=  wurrass FOR * one 
wa F  : ee ro caes ~~ 
Olithestnnd) Borhing téater Se aadiael 
This showcard for the Underground was designe? * "%ri‘ge Adver- 
tising Service, Ltd., agents for Valspar, and print: Display Craft 
Ltd. Produced in four colours, silk screen, a not ure is the 
graduated background achieved in only ur. 
Advertising Service Ltd. Their agent to cri ual which, 


own studios provided the finished 
artwork and we were called in 
during the design stage to pro- 
duce prototypes “in the white,” 
and subsequently to carry out the 
quantity printing. 

Liaison between advertising 
agents and silk screen colour 
printers can be given in numerous 
ways. A successful method of 
working is for the advertising 


Showcards—press 


up to sell 


N attractive set of show- 

cards for Timothy Taylor 
beer has been produced by the 
silk screen method by Charles 
Walls and Partners Ltd. 

The design was carried out by 
the art director, Arthur Barthel 
who also completed the finished 
artwork. The silk screen print- 
ing was processed by Townend 
and Company of Pudsey jn five 
colours with an intense black 
background which was accen- 
tuated by a high gloss finish. 


Press advertising theme 


The colours are all pastel and 
were worked out so that each card 
could not only be used on its 
own but complementary to the 
others, so forming a series of 
four. A press scheme is also run- 
ning using much the same idea 
but carrying descriptive copy to 
turn the idea into making sales 
for the brewery. 


before subr 


is sent to tl 


the client, 
printer for 


advice on a ce. If the 
client approves the idea, “finished 
artwork” can then he produced 
and a firm ce guoted for the 
job in quest +r method 
is for the c ) produce 
a suitable prot “in the 
white” in his own lio. The 
preliminary can then 


tie 
more beer 


The tie-up f ress scheme 
is: “Don't har out looking 


ads 


be carried out by the advertising 
agent on to the actual prototype, 
and finished artwork finally sup- 
plied. 

It is not generally realised that 
the screen printer can often avoid 
the cost and time taken on 
finished art work. Black-and- 
white drawings with colour guides 
will often do the job—providing 
the colour scheme has been dis- 
cussed with a technical manager 
who is expert in the process. 


Progress in designing 


Although advertising executives 
have to-day mastered the funda- 
mentals of screen printing and 
the art agencies have unquestion- 
ably made remarkable progress in 
“designing for the process,” the 
fact remains that each year sees 
the advent of a great deal of pro- 
gress. So much so, that it might 
be a good idea for them to take 
a refresher course from time to 
time by arranging a visit to a 
printing factory to see an actual 
job in progress and to study at 
first hand the production methods 
employed. 


for a good beer, go to a Timothy 
Taylor's house”; “Bear up, 
there’s a Timothy Taylor’s house 
not far away”; “Never forget 
that Timothy Taylor’s is a real 
beer”; and “No reason why you 
should go without a drink, there's 
a Timothy Taylor's house 
nearby.” 


Two of the five-colour showcards produced by Charles Walls and 
Partners Ltd. 
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We have pleasure in announcing that 


MORLEY ADAMS LTD 


The Competition Special: 


occupy their new office 
SOUTHAMPTON HOUSE. 
317, High Holborn, 
London, W.C.1. 
on June 24, 1955 


Telephone numbers CHA! g 


L } ss, N. G. Pulsford. 


HOW STORK HAS THE LAST WORD 
—at the point-of-sale 


Stork quickly realised that the /ast sales message the customers 


see before purchasing has the decisive influence on their choice. 
That’s why Stork use AD-STRIP to focus their advertising 
campaign at the point-of-sale... in front of the customer. . . 
at eye level. Let self-adhesive AD-STRIP work for you. It’s 
the brightest, busiest point-of-sale material that ever clinched the 
custom. Inexpensive too—designs in two colours cost only Id. 
per foot. And you can use up to four or five brilliant colours if you 
wish. AD-STRIP is easy to fix—it sticks at a touch. 
That’s why retailers like it 


ce a 
Yr at 


Gordon & Gotch Ltd. Sellotape Division ~- 39-40 Farringdon Street, E.C.4. 
“ SELLOTAPE”’— REGISTERED TRADE MARK OF ADHESIVE TAPES LTD. 
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LONDON OFFICE: D.L 
MANCHESTER OFFICE AE 


Please Note 


WESTERN INDEPENDENT 


and SOUTH DEVON TIMES 
NEW ADDRESS IS 
ROYAL BUILDING, 
ST. ANDREW'S CROSS, PLYMOUTH 


Telephone Numbers Unchanged: PLY 62123/4/5 


-LACKSON, 80 FLEET STREET, E.C.4 Tel. CENeral 2626 
CROMFORD_HOUSE, MARKET ST. Tel.: Blackfriars 6967 


97 SHIRLEY ROAD CROYDON 
AOO;rscomBe sie? 


HIGHEST GRADE 
CLEAN sHaRe 
CRATT\ MANSHIP 


Advertise in 


FIFE |, 


For Good Resuits 


See special ann t n 
Scottish Supp! f joint 
The Fife 
Free Press and The Dunferm- 
line Press, file's 
coverage 


advertising ter 


supreme 


comseusr - 


¢ Publicity Picton 
re Shreet Eee 


Psd Sal 


‘Tractor Trade Compendium’ 


just published, contains total of over 7,000 
names and addresses of Tractor Dealers and 
Agents, Agricultural Contractors, Overseas 
Importers and Merchants, etc also Farm 
Machinery Census (80 separate items in- 
cluding Tractors) in every County in 
British isles, and much other information 
Strongly bound, 336 pages, £! post free 
from publisher, W. }. RAND, 8 Monkfrith 
Way, Southgate, N.14. 


A Penny for 
your thoughts 


is an old saying, but there is no 
need for second thoughts when 
you are contemplating a publi- 
city campaign in this area— 


HOME COUNTIES 


\EWSPAPERS GROUP 


is the obvious choice for 
BEDS, HERTS and BUCKS 


PER TRADE 
OL. 

mee ASl= 

ABC Sales 134,325 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager: C. W. Gilder 


copies 


June 23, 1955 


High listenership for Radio 
Eireann’s mid-day programmes 


Latest listenership research 
figures for the lunch-time pro- 
grammes from Radio Eireann 
(March 1955) show that between 
1 p.m. and 2.30 p.m. the listener- 
ship varies between 40 per cent 
and 80 per cent of the listening 
potential—estimated at 1,320,000 
persons over the age of 14. 

Peak ti n this period is 


for the 1 topical talk at 
1.30 p.n average audi- 
ence 1s 63 The remain- 
ing period n | p.m. and 
2.30 p.m -day (except 
Wednesd d by spon- 
sors 
For the sponsored 
programn » 9.30 a.m., 
including bulletins 
the audie tf at 32 per 
cent and d average of 
26 per cent 9 o'clock. 
The only sponsored 
period, th * Sweep- 
stakes half-} 0.30 p.m., 
| has an aver per cent 
plus 


| as it was plann 


| 
MUL-TYPO 


PRINTING COMPANY LIMITED 
(Incorporating the Postal Advertising 


Company) 
Facsimile and General Printers 
G. F. KRUSE Vari-typing Specialists 
Ribbon * Lithography * Letterpress 
LTO. 
143 WEW BOND STREET ~ LONDON W.1 
; MAYFAIR 1828 


cy 
37 SPRING STREET W.2. 
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Luxemlx we Ss cond 


Eighty-sev ‘nt of all 
listeners i ar Radio 
Eireann f the day 
The “sec ition of 56 


per cent of t viewed was 
Rad | ne 

Further ve been 
announced by e agents, Arks 
Ltd., of what t describe as “a 
new venture red radio 
in Ireland ly serial 
entitled *T - edys of 
Castleross, by Fry- 
Cadbury (irela : 

‘The Kenr been on 
the air twice week inchtime 
for 15-minute pr 1es since 
mid-April, and cady, it Is 
claimed, the lisicr sponse is 
good 

The progra s little in 
common, say A with “The 


Archers” or “M e's Diary,” 
different 


kind of audience or a differ- 


ent time of day 


‘Normal family’ 

“The Kennedys > a normal 
Irish province neither 
rich nor poor ving In a small 
Midland town They are kept 
clear of the bog-trotting, stage- 
Irish type, and depend for their 


success on the « building up 
of characters 
The 100-word commercial 


comes at the end of the pro- 
gramme, followed a teaser of 
the “What-will-Brian-decide-to- 
do” type 

Great detailed planning is re- 
quired, say Arks, for a long- 
running serial, and for this pro- 
gramme, the location, “Castle- 
ross,” was actually mapped, and 
the appearance and temperament 
of each character worked out 
The parts are played by actors 
from Dublin's famous Abbey and 
Globe Theatres Arks Ltd. are 
responsible for the devising, 
scripting and production of the 
programme 


tu 


‘Vogue’ carries 
Scandinavian ads 


Among the record number 
of advertisement pages for a 
July issue of “Vogue”—754 
pages this year—are advertise- 
ments from four leading Scan- 
dinavian stores. 

These have resulted from a 
tour of Scandinavia by a 
“Vogue” team—fashion editor, 
photographer and model girls 
—followed by the advertise- 
ment manager, which pro- 
duced an 18-page editorial of 
photographs of British clothes 
shown in a Scandinavian set- 
ting, and features on Scandi- 
navian shops and dishes, all 


supported by Scandinavian 
advertisements. 
OBITUARY 

J. B. MeGowan 
James Baynton McGowan, a 


director of Osborne-Peacock Co. 
Ltd., died last week after a short 
illness. The funeral took place on 
Friday at St. Mary’s Catholic 
Church, Chislehurst 

Mr. McGowan, who was 44, first 
joined the company in 1929 at their 


Manchester office He later went 
to Imperial Advertising as an 
account executive He rejoined 


Osborne-Peacock in their London 
Office shortly before the war, in 
which he served in the RAF 

He became a director of Osborne 
Peacock in 1948, and directed a 
group ot important national! 
accounts. He leaves a widow and 
two children 


al y al . 
S. W. Smith 
Stanley W. Smith, public relations 

officer to the British Jute Trade 
Federal Council, has died in Dun- 
dee, aged 43 He worked as a 
journalist on several Scottish papers 
before becoming publicity office: 
in 1947, of the Scottish Tourist 
Board. In 1950 he became deputy 
manager and secretary of the 
Tourist Board and joined the Jute 
Council in 1951. He leaves a widow 
and a daughter 


A. G. Baker 


Alfred Guy Baker has died of a 
heart attack at the age of 60. Mr 
Baker was sales manager of Richard 
Hudnut Ltd. Before the war he was 
general sales manager of Tokalon 
Ltd. and Optrex Ltd 

During the war he served with the 
RAF as a wing commander, and 
then rejoined Optrex as general 
manager. Later he became distribu- 
tion manager of Eugéne and he 
joined Richard Hudnut Ltd. as sales 
manager in 1952 


R. A. Breare 


R. A. Breare, chairman and 
managing director of R. Ackrill 
Ltd.. Harrogate newspaper pub- 
lishers, has died suddenly He was 
76. 
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To publicise their extended tours 
and private hire facilities, Coras 


lompair Eireann, Ireland's state 
transport undertaking, are using 
this mobile display unit drawn 
by a Leyland Comet tractor. 
The body, built on a Dyson semi- 
trailer in the operator's Broad- 


ne workshops, comprises an 
rmation bureau, a_ cinema, 
panels and a tableau show- 
ne a section of a coach interior. 
Fif Leyland  underfloor-engined 
R il Tiger luxury coaches are 
being introduced for this season's 
CIE traffic. 


NEWS FROM FRANCE 


British insurance firm 
launch ad drive 


By Our Paris 


An advertising campaign on a 
moderate scale in the French 
national and provincial press— 
dailies and weeklies—is being pre- 
pared by Regico of Paris for 
the Norwich Union Life Insur- 
ance Society. 

Scheduled to begin in Sep- 
tember with eighth-pages in the 
dailies and quarter-pages in the 
magazines, the object of the 
Norwich Union's campaign will 
initially be to draw enquiries 
from interested readers, subse- 
quently to be followed up by the 
company’s canvassers. 

The ads, which will all include 
a cut-out coupon on which the 
prospect will state his age and the 
amount he can afford to set aside 
monthly for an endowment assur- 
ance, will stress the dependability 
of the Norwich Union (“the 
oldest insurance company in the 
world”) and the fact that insur- 
ance premium payments are 
deductible from income tax 

The Norwich Union's endow- 
ment policies in France are also 
indexed to the cost-of-living; a 
necessary precaution im a country 
where the currency is so unstable, 
though this fact will not be over- 
stressed in their advertising. 

~ * ~ 

The following agencies have 
increased their registered capital 

Presse - Edition - Publicité (33 
Rue du Dragon, Paris) from 
50,000 frs. to 1 million frs. 

Publeditec (161 Boulevard St 
Germain, Paris) from 50,000 frs 
to 950,000 frs 

Société d Editions de Publicité 
et dImpressions (108 Boulevard 
Haussmann, Paris) from 2,500,000 
frs to 10,000,000 frs. 

* * - 

The monthly magazine of mar- 
keting and selling, “Wendre,” has 
announced increased advertise- 
ment rates; a full page. black and 
white, now costs from 68,000 frs 
to 76,000 frs., according to posi- 


Correspondent 


tion. Latest certified net circula- 
tion of “Vendre” is 11,378 
* * * 

In an interview reported in the 
illustrated weekly Radar, M 
Bluestein-Blanchet, chairman of 
Publicas, a leading French adver 
tising agency, States: 

“Within the last five years, 
advertising (in France) has 
ittained the status of a science. 
For a long while the fiercely indi- 
vidualistic Frenchman refused to 
illow himself to be influenced ; I 
flatter myself on having been one 
of the first to make him under 
stand that advertising is not an 
evil but an instrument of pro- 
gress.” 

The press, claims M. Bluestein- 
Blanchet, is the most effective 
medium in France; it absorbs 65 
per cent of all advertising 
budgets. Next in order of im- 
portance come the radio, posters, 
the cinema, and direct mail. 

Questioned on the future of TV 
idvertising, M. Bluestein-Blan- 
chet had this to say: “... 
affirm that television will have an 
overwhelming influence on ad- 
vertising; as radio advertising 
has done before it, television will 
widen the advertising market.” 

* * * 

Henri Jégu, managing director 
of the Agence Jégu, has been 
decorated with the order of 
Chevalier de la Légion d'Honneur 
in recognition of his services to 
France in the _ international 
sphere. 

Born in France in 1881, Henri 
Jégu began his advertising career 
in Great Britain, where he lived 
for ten years. Subsequently he 
spent five years in the USA. and 
returned to Paris to found the 


Agence Jégu, an _ international 
advertising agency 
He is a member of eleven 


Chambers of Commerce in 
,various parts of the world. 


ADVERTISER'S WEEKLY 


higher net sale and 
lower rate per 
thousand than any 
other independent 
Journal! in, or near, 


its field. 


1.C. certihed net Monthly Sale 


of 13,932 copies, of which 91% go to Top Executives 


World over 


in British Industry and Commerce the 


Business Publications Ltd. 


180 Fleet Street, London, E.C.4. Chancery 8844 
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CONTACT at the BPAA Conference 


POSTER PEOPLE ENJOY THE SUN 


Owinc to the rail strik 


annual conference 
Poster Advertising 
not quite 
decessors in point 
though, as 
have irs 
very slight 

But if the 
sessions and 


both 


most 


juality 


ken into a 


sho ild y be 


attended P 


an excellent } 
weather 

And, of 
plenty of hard 


seen 
H. H. Mallat: 
by P. D. O 
the t 

y Ellery 

‘ and its « 
richly a 
by the r 


equal som 


‘ 


the diminu 


66th 
Briush 


did 


pre 


shoulders of his son. This was 
closely guarded  surprise—fai 
and son, of course, had no inklir 
of what was to happen; and I w 
fortunate to obtain permision 
enter the annual meeting (norma 
not open to the press) to obtain the 
photograph which we published las 
week. It was quite a 
moment 


* * 7 


ENCIDENTALLY, Mr. Barret’ 
about a fortnight, I believe, befor: 
the Conference, had sprung another 
pleasant surprise. Apparently a 
confirmed bachelor, he had at last 
succumbed. I was able to offer him 
and the charming Mrs arrett 
(formerly Miss Mary Lewis) my 
belated but sincere congratulations 


moving 


Strike worries 


LOOKING even happier than 
usual to be present was George 
Dodson-Wells, commercial adver 


tisement officer of the British Trans 
port Commission whose arrival 
pretty well coincided with the news 
that the strike had ended. He did 
not leave London until he had 


“5 “NG MANAGER'S CORNER 


A’ \8T” RESULT 


Harris clients are agreed upon, is that 
tch further than we can reach. 


In 42 


.e never endeavoured to go 


4 One thing 
4 we never st! 
cy years’ business, 
> beyond our “b 
slow but always 
_ opponents weaknesses, 


Telephone 


In fact, we frequently go 

very sure in trying to find our 
o that we can always be on 
x the winning side by submitting, as we so frequently 
' do, real “ winners” 
Many eminent National Advertisers have called us 
“champions” full of running and always extremely 
optimistic in the “final race for honours” whether 
in the singles or doubles. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29/30 KINGLY STREET, LONDON, W.! 
REGent 3295/67 
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who has done some rat 


she is likely to be 
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was so good that 
known as Annic 


Oakley for quite a while’ 


Barrett, the retiring president, A. E. 
Mrs. Aylward, Mrs. Sheldon, and 


Welcome visitor 


No BPAA conference would be 
complete without the presence of 
Miss G. May Kirby. After no less 
than 53 years’ service with the Asso 
ciation, Miss Kirby retired in 1952, 
but she always turns up at the 
annual get-togethers and everyone 
is very pleased to see her. I hope 
I shall be recording her presence for 
many years to come. 


* * _ 
ONCE again, H. J. Ellinger, that 
amateur meteorologist, proved a 
better weather prophet than I 


Shortly after I had hazarded that 
there would be no rain, and he had 
ht there would, I was shelter- 
ing from showers! But they were 
only brief ones. 

The weather on the whole was 
very good, and the Wednesday was 
glorious The only unhappy 


feature scenically was the stricken 
Greek ship “Germania” stranded at 
the foot of the cliffs near Beachy 


On the Thursday morning there 
was quite a mist When | asked 


Graham Roe why he was wearing 
sun glasses he replied: “Just to give 
the Corporation a break!” (F. John 


Roe’s are, of course, the agents for 
Eastbourne Corporation) 
* * * 


Bi T to turn to other things 
Congratulations have been pour 
ing in on O. M. H. Jackson, 


account executive at Mather & 
Crowther Ltd., whose wife, Monica, 
reached an unnamed peak 22,000 
feet up in the Jugal Himal range 
at the end of May 

Mrs. Jackson, a member of the 
Scottish women's expedition to the 
Himalayas, was accompanied by 
Miss R. E. Stark, a speech therapist 


The third member, Dr. Evelyn 
Camprass, could not go beyond 
20,000 feet because of mountain 
sickness 


WEEK'S WISECRACK 


~ 


“Sorry old man, it’s an 
LTA ruling — we cannot 
write any copy during 
Wimbledon week.” 
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Fact asootsetsins 


finest technical journal covering 


engineering production. 


€ Circulation every week exceeds € A McGraw-Hi irvey in March this year showed 
that 91.2 of Metalworking Production sub- 


a 9,500 Copies scribers read the advertisements and use them as a 


94° Fully Paid Subscribers guide when buying new plant and equipment. 
ts) 


£ @ Member of the Audit Bureau of @ Founded in 1900 and backed by the world-wide 
P \ oe technical news service of McGraw-Hill, this 


magazine enjoys an international reputation for its 


brilliant editorial material. Ev is of 
@ Readers with real purchasing power—70.3°,, of our Te 7 


readers are owners, managing directors or tech- 


lasting value as a work of reference. 


nical executives. 
For details of advertising rates in this fine technical journal, 
telephone Central 0911 or write to the Director of Advertis- 
ing, McGraw-Hill Publishing Company, 95, Farringdon 
Street, London, E.C A. 


A McGRAW-HILI >U BLI . . 


95, FARRINGDON STREET, LONDON, €E.C.4 


| a 
- 
ee aay Y 2 
F pun ne OF . 
re : ing “4 see rw < 
. “ . \ “\e” ’ 
| producto" \ | 
mi: — 
a > ° n a a 
E , a: owe a 
: ko 
Y. Bd wc 
= * prey P “ae Cy & 
a £&., * . a. Rs Fest ours . j 
1 me 1 « > =: _« a cont 
= ae ana wih 
r — Find ‘ af *,ccurae? th 
4 “fe 5 R - 
ae a a ey al ¥ ‘ ay. ) 
ie Ria <2 
iG ah 48 4 8 ca er ¥ . 2 “ , 
mee & au - ‘ 4 ot ate, 
1 : era = ei ‘a 4 
4 =. > ee gl 
* a ~ , B h- 
a o. 1 “aie a ; 
: As “= - +l : . a A 
as ’ , 4 = é 
: = = 14 . i ~ : u ’ 
a 65 yt Cs 
A ; 1 a - AY : ; 7 } 
ee : —— 
ai ean a = t. 
¥ a ' 
, ee 
er 
Pe 


ADVERTISER'S WEEKLY 


Electrolux 
LAUNDRY 
EQUIPMENT 


FOOD MANUFACTURE 


FOOD MANUFACTURE 
LEONARD HILL TECHNICAL GROUP 


HE specialised monthly 
journal dealing with all 
civil engineering in which 


moving equipment «a 


. coast defence works, 
river widening, canal con- 


MUCK SHIFTER 
is another publication of the 


LEONARDI 


CHNICAL GROUP 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 


POTTERY AND GLASS 
BUILDING MATERIALS 


CHEMICAL AND PROCESS 


Eden St., London, N.W.1 


Specimen copies on request 


Large spaces throughout the 


country for new pet food 


An all-out advertising and sales 
campaign is being launched by 
Spratt’s Patent Lid., to introduce 
their new product, Spratt’s Fish for 
Cats 

The new pet food will be intro 
duced by a half page in the Dail; 
Express on July 12 and a nation 
wide newspaper campaign which 
will cover the whole of the country. 
Spaces have also been taken in /Ilus- 
trated and special animal papers 

The product was first introduced 
in selected test areas with pilot 
campaigns, which, state the agents 
Dixons West End Advertising 
Agency Ltd., have been a great 
success. 


New perfume by 
Delavelle 


Admiration, a new perfume by 
Delavelle, is to be launched by 
large - space advertisements in 


women's and film magazines 

The perfume is being advertised 
in the trade press, and advertise 
ments are telling retailers to watch 
out for a “brilliantly original open- 
ing press campaign.” 

Spaces are to be taken in 
Woman's Own, Woman's Iilus- 
trated, Modern Woman, Picture- 
goer, Woman & Beauty. Wanity 
Fair, Everywoman and the trade 
press. Agents are Napper, Stinton, 
Woolley Ltd. 


Johnson’s launch 


new floor polish 


S. C. Johnson & Son Ltd., manu 
facturers of wax polishes, have 
opened a national advertising cam 
paign with a half-page in the Dail) 
Express and other large spaces in 
national media for a new product 
Johnson’s Hard Glo-Coat, a self 
polishing floor polish 


The national campaign follows 
what Johnson's state to be highly 
successful test campaigns. Agents 


are Erwin Wasey & Co., Ltd. 
Creamola Foam 
largest campaign 


“Give them foam,” said a half- 
page in the Daily Herald \ast week 
as the opening shot of the largest 
ever campaign for Creamola Foam 
Crystals 

“In the past this product has not 
been heavily advertised,’ say agents 
Townend-Smith & Hardy Lid. Bur 
this drive, they claim, will be the 
largest so far, using half-pages and 
other large spaces in the national 
press, spaces in London 
and provincial papers 

Foam, a fruit drink in three 
flavours, is to be marketed in tns 
for the first time 


New fish ads 


A new campaign issued by the 
White Fish Authority started this 
week with large spaces in national 
dailies, women's magazines and 
provincial papers. Copy of adver 
tisements feature Mrs. Dai Dower 
and Dai Dower, who advise: “For 
a good quick meal—your fried fish 


evenings 


fonets are Mather & 


Bargain offer 


Pal g creams, both 
lather a ire being pro- 
noted i e-space cam 
paign dailies and Sun- 
day 

Ady fler five Pal 
razor ery large-size 
pack of P Copy theme is 
“10d Sa ry Shaving 
Agents a viasios and Fergusson 
Ltd. 


1955 
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Summer scheme for 


Addis toothbrushes 


This month a new campaign for 
Wisdom toothbrushes is being 
launched by Addis Ltd., who are 
stepping up their advertising during 
the summer holiday season. 

The scheme commences with a 
half-page in the Daily Express, and 
other large spaces—including a half- 
page in the Daily Mirror—in 
national dailies and Sundays; pro- 
vincial papers and the trade press 
will be used 

Copy will feature the “Wisdom 
holiday family,” whom the adver 
tisements will show marching along 
with their luggage and a prominently 
displayed toothbrush. Agents are 
the J. Walter Thompson Co., Ltd. 


CURREN? ADVERTISING AT A GLANCE| 


Accounts 


MILK MARK! T't.G BOARD 
FARMHOLS! ESE account 
for W. § Ltd. PR and 
merchandis gn 

BL RE ve BL! ING CO. LTD., 
PR for W. H 


ur 


“Tay ’ Ltd.) 
H. E B. MACHI*S 1OOLS LTD. 


for Nigel R & Partners 
Ltd 

PORT SAID GINEERING 
WORKS (S.A PR. account 
for Hold Bureau, who 
will be 1 for all press 
ind PR ympany in 
Britain, At -ew Zealand 
India Pak Ceylon and 
Burm 

J. ARTHI R RA* K SCREEN 
SERVICES Li for Wilfrid 
Tisbury & < i 

PC PRODL¢ is LTD. (1001 Car- 
pet Cle tt Williams 
(Advertising } 

NORMAN CYCLES for G. §S 
Gerrard Ltd August | 
Nationa nd provincial press, 
magazines and ¢ paper cam 
paign 

Campaigns 

CREAMOLA FOOD PRODUCTS 
LTD., using in Daily 
Herald, \at and _half- 
pages in nat $, Spaces in 
London ev i provincial 
papers for C1 foam drink 
(Townend-Sn & Hardy Ltd.) 

ADDIS LTD. ilf-pages in 
Daily Expre D Mirror and 
large sp onal dailies 
und §=Sur nda ys, f ncial papers 
ind = trad Pp WU Walter 
Thompson Co., Lt 

CHARLES BAYER ‘« co., LTD. 
using national Sundays, London 


evenings won 
trade press fo 


nagazines and 
urt Royal Rar 


ments. (Smedicy Adve ortising Ser- 
vice Ltd.) 

SPRATT’S PATENT LTD. using 
half-pages in the Daily Express 
and Illustra large spaces 


throughout country and spaces in 
trade press for new cat food 
Advertising 
Agency 
KAYSER BONDOR, 
pages in an extensive list of 
women’s magazines and trade 
press during autumn for pyjamas 
ind nightdresses. (Erwin Wasey 
& Co td.) 
BERLEI (UK) 


using full 


LTD. using tre ide 
press to introduce Sarong Con 
trolette, national campaign to fol 
low later (London Press Ex- 
change Ltd.) 


SOBELL, 


GEORGE SPENCER LTD., using 
national dailies and Sundays, pro 
vincial mornings, evenings and 
Sundays, women’s magazines and 
trade press for Vedonis under 
wear range (Wilkes Bros. & 
Greenwood Ltd.) 

ROBERT H. HALL & CO. (KENT) 
LTD., using half-pages in Dail) 
Express and Radio Times, spaces 
in national dailies and Sundays 
and full-pages in gardening press 
(Richard Potts & Partners Lid.) 

DELAVELLE, using large spaces 
in Woman's Own, Woman 
Illustrated, Modern Woman, Pi 
turegoer, Woman & Beauty 
Vanity Fair, Everywoman and the 


trade press to introduce Admir: 
tion perfume. (Napper, Stinton 
Woolley Ltd.) 

BUSH RADIO LTD. using 
national dailies and Sundays 
London evenings, magazines and 
provincial press for TV set witt 
Telepic tuning (G. S. Royd 
Ltd.) 

PALMOLIVE SHAVING CREAM, 
using national dailies and Sun 
days (Masius and Fergusson 
Ltd.) 


ICI (METALS DIVISION), using 
national and trade press for thei 
new metal, Titanium (Everett 
Advertising Ltd.) 

radio and TV, using 

national press, magazines and 

trade press for autumn campaigr 

(Scott-Furner & Associates Ltd.) 


MINTEX brake _siiners using 
national dailies and motoring 
press. (Cecil D. Notley Advertis 


ing Ltd.) 


WHITE FISH AUTHORITY, using 


large spaces in national daili 
women’s magazines and provin 
cial press. (Mather & Crowther 
Ltd.) 

Ss. C. JOHNSON & SON, LTD. 
using half-page in the Dai 
E xpress and large spaces if 


national media for new polish 
(Erwin Wasey & Co... Ltd.) 
BOB MARTIN LTD. using 


national dailies, magazines, Pro. 


vincial and trade press and 
posters in London underground 
for Condition Tablets. (Everetts 


Advertising Ltd.) 

ILFORD LTD. using large 
in national and provincial press 
magazines bus sides, posters and 
filmlets for summer campaign 
(Everetts Advertising Ltd.) 

REVELATION SUITCASE CO. 
LTD. using general interest maga 
zines and national press for new 
Zip Tr avel-bags (Everetts 
Advertising Lid.) 


spaces 
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TREBLE | > \ Four boys, winners of a recent BOY'S OWN PAPER 
’ eae competition, meet Don Kenyon, the England Test 
F cricketer, who presented the autographed bats 
2 offered as prizes. These boys—smart, intelligent, 
growing up fast—are typical readers of BOY’S 
OWN PAPER. If you are selling to boys like 
these, you can reach them through the advertising 
i pages of BOY’S OWN PAPER, still the world’s 
best magazine for the men of to-morrow. 
: PAPER 
. 


Advertisement Manager - George H. Phipps 


LUTTERWORTH PERIODICALS LTD. 


BOUVERIE STREET LONDON, €.C. 4. Tel: CENtral 1732-3 
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Ad space booked 


for 13 issues 


First issue of a new week 
ing publication th Automart 
Journal & Weekly Advertiser, was 
—_ hed last week. The issue con- 

1 of 36 pa sus 


or ed a larg 
All adver g for the 
next 1 issues has been taken 
Initeal print order ! 
* * ” 
Sr 1 arra mer v been 
to include rey first 
f n h Exhibi 
Association confer 
ce, being held nex t Lian 
dudno, in the weck issue of 
Kinematograph Week! Copies 
will be flown to the conference. 
* . s 
The July issue of the Hosiery 
Trade Journal will be rgest 


ince its foundation over ¢ 
go. This record number will con 


tain 90 pages of display advertise- 

nen over half of then two or 

more colours—12 pag of small 

jis and 42 pages of editorial—a 

val of 146 pages, including cover 
* * * 


Complete American ABC facts 


ind figures about all five Time 
fition os n d 
leafk in a new Time {| ) 
> 1 AC 1M ire for 
Markets, which includ descrip- 
tion of how the ABC pera It 
claimed tha Tin t paid 
audited inculauion ds ae | 


milhon copies 


A message of congratulation and 


good wishes from the Queen was 
among those received by the 
Berwick Journal and North 
Northumberland News, published 
at Berwick on Tweed, which cele- 
brated its centenary last week. The 
editor, A. C. A. Steven, was pre- 
sented with an illuminated address 
from the staff. 

+ ” ” 

In the July issue of Courier, 
Brian Naylor tells of the power and 
prosperity for Britain that lie in 
the manufacture and use of stcel 

* * 

John Bull next week is a 52-page 
issue, including 11 pages of colour 
advertising. 

* + 7 

To mark the International Print- 
ing Exhibition at Olympia, The 
Times will publish on Monday. 
July 4, a separate 48-page special 
illustrated supplement surveying 
all aspects of the printing arts. The 
price is Is. 

* * * 

Cycling and The Bicycle are to be 
merged. With effect from Wednes- 
day, July 6, The Bicycle will be in- 
corporated into Cycling, and the 
journal will be published by Temple 
Press Litd., every Wednesday at 6d 
Continued rise in the costs of pro- 
duction is quoted by the publishers 
as the reason for the merger. 

x ” ” 

The July issue of Good House- 
keeping, published next Tuesday 
contains a 12-page feature entitled 
“Beautiful Windows™” which gives 
instructions on how to make cur- 
tains, pelmets and blinds and 
suggests fabrics to use for them 


SOUTH EASTERN 


GAZETTE 


Read Office. MAIDSTONE 5588 


CHATHAM 


OBSERVER 


Leadon : 80, FLEET ST. Central 7500 


Supplement with 
792 inches of ads 


f the “West 
fimes,” pub- 
Royal Counties 


Last wee iss 
Sussex (€ ounfty 
lished be! the 


and Susse: (county Show, con- 
tained 22 cages. “ix more than 
the paper hed cer previously 
publishe:! he issue included 
an eight; «2: yiement deal- 


ing wit! spect of the 
show. The « cot contained 
792 col es of advertis- 
ing. 


toweweuwemnmnu- + 2 oOo 


Hints a r planning a 
new nu uded in the 
July i mr 

Woman vill contain a 


r a complete 
playtir Ruth Morgan 


specia 


gives spoon Club 
recipes ries. 
k 
“How 1ave fun—at 
the d in eight-page 
det tb yplement in 
iestrated It is written 
by Mac | \ £25 prize is 
offered f rofit-making 
system 
. * 
Next w Pull will include 
a reviev yon, of the 
self-serv article is 
called I baits the 
trap I plains how 
psychology nan” in the 
sh« 


‘Motor Treder’ to 


be buried 

A copy totor Trader, 
together w ers, cons, 
photog mementos, 
is being b vundations 
of the N ompany s 
new building » with the 
towns Civ W iuions. 

a 

The Times Industry 
Supple men postponed 
owing . will now 
be published iy. 

* * 

The July i 'ail-Wagger 
Magazine, mer issuc 
will contain | iges, with 
a special supy rduced by 
Macdonald ) overseas 
breeds 

a * 

The Local Government Chronicle, 
which celk ntenary in 
November a special 
contest wh $s are being 
invited . ¢ suitable 
for p centenary 
tBsue in 2055. A may be in 
either t MCTIOU ‘ rous vcin 

- * * 

The Nursery World Diary for 
1956 will be pu 1 in Septem 
ber It w least 89 
pages of r material for 
those who are <« rned with the 
care of child: M uring 5 in 
by 74 in.. the d ha board 
covers. Is ction it will 
contam one “A . 7 opening 
Price of tt { ls. 6d Last 
year the wh« j as sold out 
four weeks after ; iblic ation. 

= 

In the July te of Harper's 

Bazaar, published next Thursday 


there will be tw t ¥y offers, the 
Senior Beauty Box 10s. 6d., con- 
taming seven specially chosen beauty 
preparations, and the Young Beauty 
Box, at 6s. 6d. with five beauty 
aids. The offers will be extensively 
advertised in the trade press, and 
double-crown posters will 
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We Hear 


The British Poster Advertising 
Association Conference will be held 
next year at the Grand Hotel, Lian- 
dudno, Monday to Wednesday, 
June 4 to 6. 

* * 


Folding insets have appeared for 
the first time in The Engineer and 
Engineering. In a June issue both 
journals published an illustrated six- 
page folding inset prepared for 
James Booth & Co. Ltd. by Tech- 
—_ & General Advertising “Agency 


* * 7 


A new Rolls-Royce catalogue for 
their new Silver Cloud and Bentley 
“S” series has been designed by the 


studios of Samson Clark & Co 
Ltd It is printed letterpress, in 
four colours, by the Bay Tree 


Press, and 10,000 of the catalogues 

have been sent to newspapers and 
dealers all over the world 
* * * 

Sunday Companion, published by 

Amalgamated Press Ltd.. has joined 
the Reli gious Press Group. 


Complete sell out 


Every seat was 


sold—a total of 
14,000—for both performances of 
the Daily Mirror Disc Festival at 
the Empress Hall, Earls Court, on 


Sunday. Those taking part included 
Dickie Valentine, Mantovani, Alma 
Cogan, David Whitfield, Ronnic 
Hilton, Max Bygraves and Ted 
—— The show was compéred by 


Jack Jackson. 
* * * 


Unable to find a suitable design 
from those submitted by poster 
artists, Birmingham is appealing to 
local children for ideas for a poster 
warning of the dangers of playing 
near canals Prizes of £10 worth 
of books will be given for the best 
ideas. 

* . * 


A new animated sales promotion 
aid for Pluvex roof felt has becn 
introduced by the Ruberoid Co 
Lid. It represents a weather-house 
incorporating a four-vaned wind 
“mobile” centrepiece which rotates 
in a breeze. It is designed to pro 
ject from the top of a roll of roof 
felt Technical & General Adver 
tising Agency Lid. are the agents 
and the units were produced by 
Displaycraft Ltd 


Penguins on TV 


Chocolate Penguins. made by 
William MacDonald & Sons (Bis 
cuits) Ltd.. will be advertised on 
commercial TV Agents are Col 


man, Prentis & Variey Ltd 
* * * 
L. E. Bird, departmental mana 


ger of Service Advertising Co., Ltd 
spoke to Reading Chamber of 


Commerce on “Pitfalls in Adver 
tising” last week 
* * * 
“Information for worker 


one of the “19 paths to histo: 
productivity” listed in Better Ways, 
issued by the British Productivity 
Council (2s. 6d.) 


* * * 
Changes of addresses: Harelia 
(advertising and publicity a t 
ments) to 87-91 New Bond Str 


W.1. J. Arthur Rank Screen Serv om 
Ltd. (Scottish regional offices) to 
95 Bath Strect, Glasgow C.2 


SS 718 a 
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a wer r 


London Agency Reguires 


MERCHANDISiIN 
IDEAS-MA‘ 


To work on an internationally famous product 


sold mainly through chemists and siorcs 


In the extension of our Merchandising assistance to an importani client, we 
require the services of an experienced all-round advertising Vierchandising 
Ideas-Man may be a newly coined title, but we feel that iptly covers 
the functions expected of him. His first task would be to n exhaustive 


study of the Client's existing products. Next he would be expected to spend 


some time in various parts of the country assessing | | acceptance of the 
product, the extent to which satisfactory displays are beir ved and the 
sales approach of shop and store assistants. With this infor mn, amplified 
by research into markets and products, he would be expected uggest ways 
in which the sales effort could be better integrated and the e sive national 
advertising more thoroughly exploited . . . to assist in new motions for 
existing products and even at times to show where available markets exist for 
new lines. No salary limit has been set for this appointment. Applicants 
must have had experience in top level management on a similar undertaking 


must have experience of the latest merchandising trends on both sides of 
the Atlantic. Letters will be treated with greatest confidence and should be 
addressed in the first instance to : 


Managing Director: 
Box No. 1258 Advertiser's Weekly 180 Fleet Street EC4 
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Specialist firm prepares | CLASSIFIED ADVERTISEMENTS 
for TV in Scotland 


W. A. Woolward & Co., 
burgh advertising agency, and 
Campbell Harper Films Ltd., 
have linked up in a specialist 
commercia! TV agency now being 
formed in Scotland. They plan 
to specialise in work on commer- 
cial TV for Scottish advertisers, 
and in the adaptation of national 
TV advertising for the Scottish 
market. 

A. Woolward started his 
career with Osh Peacock’s 
Glasgow office, and was in charge 
of the Scottish SMT bus group’s 
public relations, advertising and 
publicity including Scotland's 
SMT Magazine from 1936 till 
1950. 

He is a past president of the 
Publicity Club of Glasgow and is 
chairman of the Edinburgh 
branch of the Incorporated Sales 
Managers’ Association 

Managing director of Campbell 
Harper Films Ltd. is Alan 
Harper, with W. W. Fulton as his 
co-director. The firm has pro- 
duced a number of documentary, 
industrial and educational films 


Edin- 


mM 


‘Telegraph’ f ood 


panel in London 


The Daily Telegraph food and 
cookery brains trust have re- 
turned to London after a tour of 
England and Scotland. They will 
make their first and final appear- 
ance in London at the Royal 
Festival Hall next Monday, at 
2.30 p.m. and 7.30 p.m 

The team of experts will be 
TV interviewer Peter Haigh, the 
chairman, Constance Spry, princi- 
pal of a cookery and domestic 
arts school; Lady Barnett; Jean 
Kaufeler, a chef, and Bon Viveur 
(John and Phyllis Cradock). 

The Daily Telegraph state that 
over 50,000 housewives attended 
performances of the brains trust. 


For all you need 
in wholesale and 
retail distribution 


ADVERTISE 


in the 


NATIONAL NEWSAGENT 
BOOKSELLER, STATIONER 


By far the largest net sales 


Send for details and rate card 
Advertisement Manager, 
N.N. 
149, Fleet Street, E.C.4 
Tel.: CiTy 2604 (5 lines) 


for commercial concerns and for | 


the COI, the National Association 
for the Prevention of Tubercu- 
losis, and the Joint Production 
Committee. 

Their films have been exhibited 
at the Edinburgh Film Festivals 
and have been used on TV by the 
BBC. 

They were responsible for the 
opening sequences of the Royal 
Highland Show report televised 
recently. At their Edinburgh 
headquarters they have studio, re- 
cording, editing and _ theatre 
equipment and facilities. 

The firm state they expect a 
well-known Scottish BBC per- 
sonality to join the firm shortly as 
consultant. 


@ Continued from page 676 


Collective ads 
for furniture 


and create an atmosphere of pros | 
and 


success in your trade 
that I accepted the invitation of 
the Confederation to speak to 
you to-day.” 

He believed that it was possible 
to plan an efficient, economical, 
central promotion campaign to 
make the public spend more on 
furnishings, in which all sections 


of the trade — manufacturer, 
wholesaler and _ retailer—would 
work together through their 


normal trading activities. 

There were two ways in which 
the campaign could be carried 
out, by individual action and by 
collective action. 

Individually, he said, com- 
panies could plan and carry out 
their own campaigns. Many 
brand marks and brand names 


would result; there would be 
heavy expenditure, and bitter 
competition likely to lead to a 


reduction in the number of pro- 
ducing and distributing units ; 
thus smaller ranges would be 
available to the consumer. 

“But a collective campaign: 

(i) Could be organised at less 
than 100th part of the cost of 
competitive campaigns ; 

(ii) would promote one name 
(perhaps ‘British Furniture’) and 
one symbol ; and 

(iii) would be paid for by each 
company through a_ voluntary 
levy planned in a way convenient 
to the trade,” he said. 

Such a campaign, with manu- 
facturer, wholesaler and retailer 
of the many furnishing trades co- 
operating fully together, he des- 
cribed as potentially “immensely 
powerful.” 


PR for cheese 


W. S. Crawford Ltd. are handling 
a public relations and merchandising 
campaign for the Milk Marketing 
Board to promote and encourage 
the making and distribution of 
“genuine farmhouse cheese.” 


RATES : APPOINTMENTS VACANT, 36. 64. . om line, 40s. por display pane! inch. 
APPOINTMENTS WANTED, 3s. per lime, 35s. per display inch. All other 
classifications, 4s. per time, 45s. per display _~ inch. Misimem, 3 lines. Box No. 
line plas Is, covering postage, Series rates on application: all 
advertisements under seves insertions MUST aE ‘PREPAID. address “* Advertiser's 
eekly,” 180 Fleet Street, London, E.C.4. CHAscery 8844 (Ex. 25). 


= ~ APPOINTMENTS VACANT 


Situations Vacaet: “ The engagement of persons answering these 1 advertisements most 

be made through « Local Office of the Ministry of Labour or a S dt 

Agency if (he applicant is a man aged 18-64 inclusive or a woman aged 18-59 ‘inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952."" 


CREATIVE ARTIST 


trade 
and Contributory 
week. by 
in Com- 
including age and 


I production of 


ements. 


catalogues, and press 
Good | salary 
Five day 
Accommodation available 
Send full details, 


to Staff Manager, 


THE BRITISH BATA SHOE CO., LTD., 
EAST TILBURY, ESSEX 


Pension Scheme Interviews 
ngement 


t hotel 


CxApe Vee 


ACCOUNTS CLYRE required Male. ASSISTANT required in Display and 
not over 2 pable of controlling | Exhibition Buying Dept. of large 
ledg t take over the | central London Agency Applicant 
a uniting of f journals No should have completed National 
Saturda App mn writing for | Service Experience not essential 
interview t wry required, to Write, stating age and salary required 
The § gue Co Ltd to 
26 Bk “ W.c.l | Box 1247 Ad. Weekly 180 Fleet St EC4 


GENERAL ARTIST GESTETNER LIMITED 
| require an additional artist (male) in 


With mature experience of design and their Art Department for preparation 


layout for Press Advertising & Print. of technical line drawin ive-day 

Capable of working to finished rough week. Canteen and Welfare Facilities. 
Saat a 

stage. Please write giving full details | Telep for 

te Misani, Gooderham & Young appointment or call with specimens of 


work :—Personnel Department, 


Led., 49, Chancery Lane, W.C.2. Broad Lane, Tottenham, N.!7. 


WOMAN ASSISTANT ‘o Space Buyer | TECHNICAL 


ILLUSTRATORS _ re- 
required ‘ ying and interest quired for permanent positions. 4(- 
in figures esse Five-day week | hour, S-day week. Overtime (if re- 
and pleasant 8 conditions quired) at higher rate. B.S.P. Indus- 
Please write for erview, giving par- tries Ltd. (Ref. TI/21), Elstree Way, 
ticular { p employment. to Boreham Wood. (On bus routes 52 
Space Buyer, R Publicity Ltd., 107, 306, 355 and 358.) Phone: ELS- 
Braemar House, Manor Road, Ted- tree 3311/5 
dington 
: : | AN Advertising Representative or Space 
ABLE PRODUCTION — acme | Seller is required at once for monthly 
early opportur oO coming Church magazine inset. Circulation 
Production Manager of medium-sized | 174,000 and increasing. Commission 
West End Ager progest qoaky | A live wire —_ be ee make 
accounts Al -r production an | £300 pa an after esta ing 8 
media —~ similar agencies small connection he would easily fit 
essential rive fidence, experi- it in with other work 
ence and comrr g salary required, Box 1138 Ad. Weekly 180 Pleet St BC4 
to 
Box 1175 Ad. Weekly 180 Fleet St BC4 ADVERTISEMENT MANAGER for 
| 


professional journal (London). Know- 


MAN (YOUNG — IRED by Peter ledge architecture asset. Write, stating 
Robinson Ltd : to gain experi- qualifications and salary required 
ence on t @ side of a retail Box 1249 Ad. Weekly 180 Fleet St EC4 
store in teresting work with pro- 

motable possibilities for a keen, enthu- EXPERIENCED GENERAL RE- 
siastic applicant. School-leaver, some- TOUCHER required for Art Depart- 
one exempt from National Service or ment of large Publishin House 
having completed cit National Ser- Pleasant a Hours 30 a.m .- 
vice considered Apply Staff Con- 5.0 p.m. No Saturday work 
troller. Oxford Circus Box 1265 Ad Weekly 180 Pleet St EC4 
ADVERTISEMENT An unusual opportunity fora 


REPRESENTATIVE 


(either sex) with good space 
selling record required for 
well-known Series of Weekly 


COMMERCIAL ARTIST 
IN LEEDS 


| Busy agency requires experienced 
| artist/designer carly August. Unusual 


newspapers. Good education | | opportunity for interesting and varied 
and appearance essential. | | | high-class work. Appreciation of good 
Letters only in first instance design and typography ws 

Z _ g S-day week, good working conditions 
stating age, details of career and peeapesta, beans 6 ond per 
and when available etc to: manency for right person. Full 
Advertisement Manager, details to 

Croydon Times Ltd., Box 1256 


104 High Street, Croydon. Advertiser's Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT 


SECRETARY 
WANTED 


BY 
“a MANAGING DIRECTOR 
‘. OF 


J.P. McNULTY & CO. LTD. 
CLIFFORDS INN 
LONDON, E.C.4 


Please apply firstin writing 


ZANTON STUDIOS 
Photographer ; 


require young 
opportunity for first- 
class fashion and advertising studio 
assistant with operating experience 
Able to process colour essential. Ring 
GER 4551 for appointment 


ADVERTISEMENT SPACE SALES- 


/ MAN required for maps, booklets, 
£ and outdoor sites. Car supplied after 
trial. Apply 
Box 1250 Ad. Weekly 180 Fleet St EC4 


COPY DETAIL/PRODUCTION MAN. 
A new position is being created on our 
rmanent staff at our Head Office at 
fatford, under favourable conditions 
of service, for a man capable of hand- 
ling the entire preparation for the 
printer (less art work) of our cata- 
logues, price lists and general adver- 
L ting, which are directed mainly to 
the architect and builders’ merchant 
Applicants should be under 30, 
and have had several years’ experience 
in the advertising profession; an ability 
to write first class copy is essential 
Some technical knowledge of building 
or — work would be an advan- 
tage. Write, giving full details, to the 
Jomt Secretary, niversal Asbestos 
Manufacturing Co., Ltd., Tolpits, 
Watford, Herts 


721 


APPOINTMENTS VACANT — 


TYPOGRAPHERS 


are offered a variety of interesting press and print work; 
executed in a friendly atmosphere under the guidance of one 
of the forward craftsmen typographers. Applicants from ch: 
case or easel will be considered, provided he or she has a good 
type and design sense with ability to give intelligent apr 

tothecopy. Experience with an agency or publisher is preferred 


Write or phone—Chief Typographer 


Clifford Bloxham & Partners Ltd. 


LION HOUSE, RED LION ST., W.C.1 Chancery ¢ 
LETTERING ARTIST required for EXPERIENCED LAYOUT “AR 
studio Write, giving details and required for studio. Wr 


details and salary ed 
Box 1164 Ad. Weekly } 


GENERA: 
ARTIST 


Applicant with first-rate «x 
experience for firm of P 


salary 
Box 1165 Ad. Weekly 180 Fleet St BC4 


REQUIRED BY END OF 
AUGUST 


PRODUCTION |. 
ASSISTANT 


Must have had at least 4 years’ Consultants, S.W.! area 
experience in a Production ing in engineering p 
Dept. Able to run group of Retouching and ability tor 


Accounts without supervision. 
Able to mark-up Mail Order 
ads. for type an advantage. 


technical drawings 
Salary according to ab! 


Phone Preduction Manager, Box 1193 


1iST 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


Harrods require a 
FASHION 
COPYWRITER 


If you have the right experience; 
if you get on well with people; and 
if you prefer the variety of work 
and the wide interests that a store 
offers, we should liked to hear 


from you. . 


_ But, you must have been writin 

fashion copy for some time an 

also have a good knowledge of 
met ee routine. An appre- 
cmauon of artwork and layout 
would be an advantage. 


Please write in the first instance, 
in confidence, to the Staff Mana- 
ger, Harrods Ltd, London, 

S.W.1, giving full details of 
previous experience and salary 
required 


, F $t EC 
CITy 6911 for appointment. Advertiser's Weekly 180 Fleet S: Ec4 
PUBLIC RELATIONS OFFICER re- ADVERTISEMENT MANAGER rc 
quired for progressive Publicity Con- uired j established 
sultants Must be well educated and Engineering Journal uper 
with industrial journalistic experience enced. firs ass salesman 
Box 1290 Ad. Weekly 180 Fleet St EC4 Box 1293 Ad. Weekly 180 f EC4 


FAWDRYS 
3 urgently require 


Senior 
General Artist 
class __ all-round 


, First 
: experience, lettering, still- 
life, retouching an asset. 
Successful applicant will 
be expected to control 
section of busy studio on 
i: a variety of accounts. 
‘ Holiday arrangements 
i given every consideration. 
Please write or telephone 
for appointment. 


STUDIO MANAGER, 


Mark Fawdry Ltd. 
HANOVER COURT, 
HANOVER STREET, 

LONDON, W 


HYDe Park 9176/7/8. 


OPPORTUNITY 
IN INDIA 


Leading British Advertising Agency with branches 
in India requires manager for their Calcutta Office 
Age 25/35. Single preferred, though not essential 
This job offers great possibilities for a man of 
keenness and initiative who has a sound training in 
agency practice and modern advertising technique. 
Some creative ability, particularly as a writer, would 
be an advantage. First contract for three years 
with four months’ paid leave in U.K. on completion 
All passages paid. Good salary and allowances by 
arrangement. Car provided. Write fully, giving 
details of education and other essential! information 
to - 
Box 1270 


Advertiser's Weekly 180 Fleet Street EC4 


COMPETENT SECRETARY required 
for Chairman of large London Pub- 
lishing Company. Excellent prospects 
Apply, giving experience, typing and 
shorthand speeds and salary required, 
to 
Box 1189 Ad. Weekly 180 Fleet St BC4 

LAYOUT GENERAL ARTIST re- 
quired Young, man capable of pro- 
ducing pencil L pony ~- roughs 
also lettering and some finished work 
Write or ‘phone for 
Joughin Advertising Led 
Street, Guildford (Tel 
ing details of age, 
salary required 


DISPLAY ASSISTANT (mate) Cen- 
tral Display Department, Leather- 
head, South Eastern Electricity Board 
Salary within range £170-—-4410 of 
£190—-4495 p.a., according to age and 
experience New entrants for the 
higher scale must possess certain edu- 
cation qualifications Knowledge of 
silk screen printing and general art 
work essential Applications, naming 
two referees, to Ww Hime 
AM.1LE.E., P.LES., Central Display 
Department, SEEBoard, Electricity 
Works —_ Street, Leatherhead, by 
July 6 


GILBERT 
ADVERTISING 


have opportunities for 
PRINT VISUALISER 


able to produce slick pencil lay- 
outs for all types of sales litera- 
ture, and undertake all production 
Stages of printed jobs. 


ASSISTANT 
ACCOUNT EXECUTIVE 


(male or female) to handle details 
and maintain contact, under 
supervision, on a number of 
technical accounts. 


PRODUCTION MAN 


for space department, to handle 
block ordering, type mark-ups, 
and adaptations. 


Previous agency experience essen- 
tial in all cases. 


Write, giving full details and salary 
required, ft 
ous Manager, 
Gilbert Advertising Services 
Limited, 
Hastings House, 10 Norfolk Street, 
w.c2a 


appointment 
23 North 
67055), giv- 
experience and 


’*Phone 


pur classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Rare Opportunity for a 


TOP LEVEL STUDIO EXECUTIVE 


THE FLEET ILLUSTRATING SERVICE 


invite applications for a 


SALES 
MANAGER 


of outstanding personality, conversant with 
all aspects of studio business. He must 
be fully capable of training, organising 
and inspiring a staff of representatives and 
of taking complete responsibility for 

their activities and success. We do not 
want a “ desk man” but one who is 
himself a front rank salesman, able to 
negotiate the largest scale business 
personally when necessary. 

The position is one of the most important 
of its kind in London, highly paid with 
contract by mutual agreement. 

We should like to make this appointment 
as soon as possible, but we are prepared to 
wait for the right man or woman. 


Apply in confidence to 


MANAGING DIRECTOR 
The Fleet Illustrating Service Ltd. 
10 Argyll Street, London, W.1 


June 23, 1955 


“CLASSIFIED ADVERTISEMENTS J 


APPOINTMENTS VACANT 


Situ an The engagement of persons answering these advertisements must 
be made through « Local Office of the Ministry of or a Scheduled Employment 
Agency if the ot is a man aged 18-64 inclusive or hen woman aged 18-59 inclusive 
unless be or she, or the employment, is excepted from the provisions of the’ 
Notification of Vacancies Order 1952." 
with sound knowledge of layout SPACE BUYER 
and typ ted by Group of 
Women’: National periodicals. required 
Excellent opportunity to train by well-known London Agency. 
as Art Five-day week. A job with a future for a young 
Cante Pension Scheme. man with Space Department 
; i \o holida 
Write xperience and experience. Summer y 
: ; P arranged. Write in confidence, 
seary giving details, to 
194 Box 1298 
Advert So\y 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St EC4 
YOUNG tit ‘GC ARTIST re- SECRETARY REQUIRED by a Pub- 
quired udio. Must have licity Director of leading Film Com- 
Service Good pany Accurate shorthand and good 
Pr man. Write typing speed essential Full details 
Box | 180 Fleet St EC4 and salary required to 
ee Ty Box 1299 Ad. Weekly 180 Pleet St EC4 
FtfRrR CLAS $8 
RETO UCHERS REPRESENTATIVES 
4 ed required for Screen Printed and Stove 
Technica al Freelance Enameled Signs. Excellent prospects 
leccort ; ,uired) or staff on Commission basis. Areas: North, 
appc ‘ Central and Southern England, Wales 
Gowen & om Led, and Scotland. Write 
il, Ludg E.C.4. Box 1257 
Phone: CENera! 406%. Advertiser's Weekly 180 Fleet St EC4 
ESTIMATOR | RED diatel 
- ae th Siting Contrac. | JUNIOR ASSISTANT to Art Stadio 
rs’ off giving details of Manager required, ——~ with 
age, exper lary required. to studio experience. 
Box 1266 Ad. ¥ 180 Fleet St EC4 Box 1213 Ad. Weekly 180 Fleet St EC4 


CRC 


want a top-flight 
designer 


We want a first-class advertising 
designer (visualiser if you prefer it) to come 
He need not do 


finished work, but should know whom 


and work with us. 


he wants to carry out finished drawings for 
his designs. Please don’t waste 
your time or ours unless you consider 
your work outstanding. Please 


write or ‘phone The Studio Manager, 


C. R. Casson Ltd., 6 Aldford St., W.1. 
GRO 4921 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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June 23, 1955 


723 


ADVERTISER 


CLASSIFIED ADVERTISEMENTS 
P _APPOWNTMENTS vacaNT | 


APPOINTMENTS VACANT 


GENERAL 
ARTIST 


Familiar with technical subjects, 
required by MACHINE TOOL 
SALES organisation in the Mid- 
lands. Must be good visualiser, 
capable of preparing finished line 
work for Advertisements and 
House Journal Editorials. Know- 
ledge of typography essential. 
Write stating experience, age and 
salary required to 


Box 1275 
Advertiser's Weekly 180 Fleet St EC4 


BUS ADVERTISING SALESMEN (2) 
~——mobile—one resident Midlands, one 
Scotland Must have proved record 
of selling advertising Well-known 
national company Age, career with 
dates, salary and commission 
Box 1264 Ad. Weekly 180 Fleet St BC4 


CLERK/TYPIST to assist with invoices 
orders and checking. Agency experi- 
ence. 9 to No Saturdays. Smal! 
office near Bank Permanency. {£7 
Middle-age no bar 
Box 1291 Ad. Weekly 180 Fleet St EC4 


ADY REQUIRED to assist in Adver- 
tisement Department of group of 
County periodicals at Leamington Spa 
Must be experienced Shorthand 
Typist. Congenial work oo « ffice 
S-day week. Reply in writin 
Box 1272 Ad. Weekly 180 Fleet St EC4 


RETOUCHERS. if you are over 22 
and want a progressive position in a 
rapidly expanding London Stud 
working on an interesting variety 
accounts, apply in writing, stating age 
experience and salary required, to 
Box 1288 Ad. Weekly 180 Fleet St BC4 


West London Company manu- 
facturing medical and agricul- 
tural products require a keen 
assistant for their Advertising 
Department. 

Must have completed National Service 
and have a basic knowledge of adver- 
tising routine. Some practical layout 
and design experience an advantage. 
The @ an interesting and progressive 
post with plenty of scope on home and 
export projects. Five-day week 
holiday arrangements respected. Pen- 
sion scheme in operation. Write in 
the first instance to 


Box 1278 
Advertiser's Weekly 180 Fleet St EC4 


ARIST, Design Advertising Ltd. has 
» vacancy for experienced Commer- 
cial Artist able to work from rough 

to block stage, including 
finished lettering. Apply: Staff Man- 
seer, Design Advertising Ltd.. Caven- 
ish Chambers, The Headrow, 


DESIGNER REQUIRED with ability 
to prepare colour visuals and accurate 
working drawings Experience in 
xhibition stands and display essen- 
tial Barrett Bros. (London) Ltd., 


Leyton Square, Peckham, London, 
S.E.15 

SOUND - RECORDING ENGINEER 
required for well-known professional 
Studio Technical knowledge essen- 
tia Recording experience preferred 
St ting salary as for B.B.C. proba- 


uonary staff 

Bo: x 1271 Ad. Weekly 180 Pleet St BC4 
ADVERTISING AGENCY, BIRMING- 

HAM, requires competent production 

man with agency experience Write 

details age, experience, salary required 


Box 1277 Ad. Weekly 180 Fleet St BC4 


ist CLASS 
LETTERING 
ARTIST 


aiso JUNIOR 
LETTERING 
ARTIST 


royds 


have vacancies for— 


. . - preferably with agency 
experience but direct from 
Art School students would 
be considered. Write giving 
details of experience to Art Director, 


G. &. ROYDS LTD - 160, PICCADILLY, W.1 


. he should have at least 
three years’ previous Studio 
experience and be capable of 
creating original styles. Make 
an appointment with the Art Director by 
ringing Hyde Park 8238. 


Every 


agency 


is seeking 


really 


Visuai: 


well wo 
ann 


Smiths’ Ad 


able 


“Ss and 


Vien 


reasons why it would be 
r those who are considering 
‘o touch with Tom Smith at 


ine Agency first for an inter- 


view, that these reasons can be explained. 


Needless t 


point to pri 


Agency, ana , 


applicants must be able to 
sive experience in a London 


referably they should be young. 


A letter or a telephone call will be sufficient to 


arrange an 


appointment. 


SMITHS’ 


ADVERTISING AGENCY LTD., 


100, Fleet Street, E.C.4. 


Telephone: 


FLEet Street 5371-4 


Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


FOUR FIGURE 


724 


June 23, 1955 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Suteetiwes + acum 1 ihe cagagement vl pereves ausrcriag (See oC erlecments must 


be made through « Local Office of the Ministry of Labour or » Seheduled Employment 


FIGURE ARTIST Agency if the applicant is a man aged 18-64 inclusive or » worsen aged 18-59 inclusive 
cue Go ar Gn, oF Ge capltyment, & comptes tom the provisions of the 
Notification # 
Expanding Provincial Agency (I.P.A.) of Vacancies der 1952 
offers permanent and progressive 
position to versatile general and figure 
artist Work mainly black and white. 
ideal working conditions close to coast GENERAL ARTISTS | 
and country. Send full persona! details, . 
including present salary figure, but no 
specimens in first place if fi | . ba 
Creative Director you are a first Class general artist eek a 
Box 1203 change to a congenial studio engag y on top 
Advertiser's Weekly 180 Fieet St EC4 line work. If you want holidays th If you 
PRODUCTION. — Leading West End want a top salary. If you are prou ; work. 
Ag v A t xperienced 
in product a N | Accounts Ring David Judd Associates Ltd. wh ve just the 
Knowledg ' ivantage 
Congenia sit iwion scheme iti 
Wein, with oe, eapasianas position for you. 
and cory, romepes, 
Box 1259 Ad. Weekly 180 Ficet St EC4 
you ADVERTISEMENT REPRESENTA- | TECHNICA! iL1¢ 57 8ATOR required 
TIVE wanted for established Chamber by lea gineering com- 
of Commerce Journals to cover Not- par : Interesting 
MAY BE THE ARTIST tingham, Derby, Leicester and North- | work a nity for young 
ampton Salary, expenses and com- | fraught r for perspec- 
WE ARE LOOKING FOR mission, contributory pension scheme. | tiv sk truction book 
Apply in writing to Bemrose Pub- | illustra fund Write 
heity Co., Ltd., Wellington Street Ret T! M Radar Ltd 
Are you first-class on figure and still life? } . , ' 
Are you really a versatile, experienced Derby | 1-3 Brix i jon, S.W.9 
ommercial artist, able to produce out- 


scandir s and finished work in 
colour and black-and-white for a wide 
variety of national advertisers’ 

EXCELLENT SALARY FOR THE 
RIGHT MAN, OR REMUNER- 
ATION ON A RESIDENT FREE- 
LANCE BASIS CONSIDERED. 


Full details to 
Box 1285 
Advertiser's Weekly 180 Fleet St EC4 


SALES MANAGER ° red by weil- 
know Pharmaceutical H ec SW 
London, manufact f t rictar 
line Apr ants mu i id good 
record im mila iT personal 
ontact with Wt j experi- 
ence in launct ‘ ducts and 
be able t ’ detailing 
force Full including 
salary expected ifidence to 
Box 1292 Ad. We y 180 Pleet St BC4 


ADVERTISING COMMERCIAL 
ARTIST REQUIRED. We have a 


vacancy for a nan with vigour 
imagination and first-class cxperence 
in lettering and layout pography 
hoto retouch and airbrush work 

lease state salary required when 
applying with full deta Please 
quote ACA The Staff Maroger, The 
Marley Tile Co., Ltd Riverhead, 
Sevenoaks 


A 
VACANCY 


occurs in the Publicity De- 
partment of a well-known 
Engineering firm in the 
Midlands. Applicants should 
be 25 to 30 years of age, of 
good education, and with 
some experience of litera- 
ture and advertisement 
production, copy writing, 
etc. 


Box 1198 
Advertiser's Weekly 180 Fleet St EC4 


VISUALISER 
FOR RHODESIA PRODUCT'S!) MANAGER 


Southern Africa's largest Advertising EAST AFRICAN AC VERTISING 
Agency requires experienced Visualiser | | ONTRAC™ ORS LTD. 

to work on leading national accounts | NAIR 

at their Salisbury ce. Ability to carry Applicants sho sd a few years’ 
work to finished stage an advantage Advertising Ag y experience. The 
Passage paid Pension scheme. Medical successful applicant will be eligible to 
aid. Interview arranged with Rhodesian join the © yt pension and 


ASSISTANT 


Manager now in London. Write in first medical fur WV rite an interview, 
instance giving tull details of experience, giving deta of 2 xperience and 
age and marital status to:— marital stat 
Rhade<i mm | ina ; r 
’ ger, > 
‘ | = AN I 
The African Amalgamated Adver- | | oduan r ro. 
tising Contractors (Europe) itd. | | “ay 
i" rgy!l Street, Oxford Circus, | | . 
ah London, W.!. 11, Argyll d Circus, 
LON 


STUDIO MANAGER. 


Vacancy will | 


shortly occur in the Advertising it INIOR TEC HNIC ‘) WRITER, who 
Department of W. H. Smith & Son on De ery service, re- 
for Studio Manager Write, giving | Part atl f Crompton 
details of experience, qualifications and | ve J with the gre 
salary required, to The Publicity —- _= ws and infor- 
Manager. H. Smith & Son, Ltd — oe cles for the 
11 Milford Lane, Strand, W.C 2 press. Applica have writing 


ability, some of electrical 
engineering + be willing to 
travel 


EXHIBITION DEPARTMENT of large | ‘ necessary 
Textile Manufacturers in London | Good prosp« right man: @ 
require a Male Assistant Previous five-day week ] inteen and 
experience and initiative essential superannuat etc Write, 
Applications from men who have com giving full d reer, age and 
pleted their National Service, giving salary require R SA, Cromp- 
full details, to ton Parkinson I mpton House, 
Box 1294 Ad. Weekly 180 Fleet St EC4 Aldwych, Lor W.c2 


WANTED 
TYPOGRAPHER-ADAPTER 


Speedy, practical man for Production Department 


LAYOUT ARTIST 


agency man with good 


Experienced 
technique and drawing ability 


pencil 


Write fully to 
ART DIRECTOR, E. WALTER GEORGE LTD. 
25 Lower Belgrave Street, London, S.W.1 


PRODUCTION 
ASSISTANT 


REQUIRED 
Aged 25-28 years. Fully ex- 
perienced in blockmaking, type- 
setting and general production 
department routine. This job 
offers excellent opportunities 
for a keen man. Write or 
phone for an appointment to : 


Production Manager, 
Alfred Bates & Son Ltd., 
130, Fleet Street, E.C.4. 
Central 883! 


SECRETARY, 


age 19-26, required by 
Sales Promotion Section of large 
industrial firm. Good speeds at short- 
hand and typing essential, together 
with knowledge of office administra- 
tion Interesting job with scope for 
advancement Apply 

Box 1260 Ad. Weekly 180 Fleet St EC4 


ARTISTS 


required 


There is a career of opportunity 
and promise in this important 
Agency. If you have experience 
and ability in finished work or 
design and visualising and would 
like to work in happy and con- 
genial surroundings, then write 
for an interview and enclose de- 
tails of age, experience and style 
of work at which you excel. 
Applications to 


Box 1284 
Advertiser's Weekly 180 Fleet St EC4 


TYPIST (CLERK, age 18-21, 


ADVERTISEMENT MAKE-UP CLERK 


required for important weekly Trade 
Journal Five-day week Staff can- 
teen Holiday arrangements for this 
year will be honoured Good pros- 
pects for advancement Applicants 
should write in first instance, stating 
age, experience and salary required 
to Managing Director, Benn Brothers 
Ltd Bouverie House, 154 Fleet 
Street, London, E.C 4 


required 
for Accounts Department of old- 
established Printers and Publishers 
Reasonable speed of shorthand and 
typing required No Saturday work 
Apply in writing for interview, stating 
salary required, to The Standard Cata- 
logue Co., Ltd., 26 Bloomsbury Way 
weol 


CLIFTON ADVERTISING 
require 


AN EXPERIENCED 


LAYOUT 
ARTIST 


Salary around £750. 


Write, "phone or call 


Clifton Advertising Agency 


175, Grays Inn Road, 
London, W.C.!. 


Tel: TER. 9641 (4 lines) 


"Phone your classifieds to CHA 8844 (Ex 25) 
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June 23. 1955 


APPOINTMENTS VACANT 


COPY 


A West End Agency re- 
quires another compe- 
tent copywriter. He 
should be about 25/30, 
agency trained, and be 
able to write sound 
selling copy on a wide 
variety of accounts. Sal- 
ary depends on ability ; 
Pension and Bonus 
Schemes apply to this 
post. Full details please 
of your age, experience 
and salary required. 


Box 1283 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING AGENCY STUDIO 
require services of really good versa- 
tile Artists and are prepared to pay 


substantial salaries for the right 
people—men or women. Light, airy 
offices in Bond Street. Telephone 


HYDe Park 9583 for appointment 


ADVERTISEMENT REPRESENTA- 
TIVE required on a good commission 
basis, willing to travel for Maps, Golf 


and Hunt Handbooks. Write, with 
experience and reference, to G. W 
May Ltd., 14 Great Smith Street. 


London, S.W.1 


REPRESENTATIVE REQUIRED 


by long established London Studio in 
both commercial art and photography. 
Must already have experience and 


connections. 
Box 1268 

Advertiser's Weekly 180 Fleet St EC4 
ADVERTISING ASSISTANT required 
to fill vacancy in busy Publicity 
Department of large Birmingham 
Engineering Company _ Qualifica- 
tions : ability to write lucid English 


and some experience of layout, typo- 
graphy and process work on 
entails taking part in the general work 
of the department Excellent scope 
for man with initiative and ambition 
Write, stating o- experience and 
salary, Publicity anager 

Box 1296 Ad. Weekly 180 Fleet St EC4 


ros 


AN EXPERIENCED 


FEMALE COPYWRITER 


is urgently required by large chain 
store organisation, based on London. 
Age 20-30. Preferably with knowledge 
of Non-Textile and Food copywriting. 
although this is not essential Pension 
Scheme 5-day week. Applications 
giving full details of education and 
experience to 


Box 1273 
Advertiser's Weekly 180 Fleet St €C4 


CONFIDENTIAL SECRETARY to 
Director, able to act im his absence 
Duties will involve some work on 
Public Relations The vacancy is for 
a Senior—preferably over 30—with 
encral knowledge of advertising 


irite or ‘phone Murray-Watson Ltd 
$8 Brook Street, W.1 GROsvenor 
3508 


LADY SALES REPRESENTATIVE 


required by Photographic Ad- 
vertising Limited, 108 Victoria St., 
Write or’telephone for appoint- 
vic 5169 


ment. 


*Phone 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


TWO VACANCIES 
VISUALISER 
LAYOUT/LETTERING ARTIST 


These vacancies offer splendid scope for 
advancement in a rapidly expanding 
agency. Interesting and varied accounts, 
pleasant working conditions. If you live 
our side of London please write or 
phone for appointment. 


LASHBROOK ADVERTISING 
1235 High Street, Uxbridge, Middx. 
Telephone : Uxbridge 2672, 5036 


PRODUCTION MAN, age 20-30, re- 
quired to take complete responsibility 
tor group of accounts. Agency experi- 
ence essential Holiday arrangement 

pected Good salary Write full 

detaus to 

Box 1176 Ad. Weekly 180 Fleet St BC4 


ASSISTANT PRINT BUYER required 
for London Advertising Department 
of nationally known organisation 
Must have had experience of all print 


processes, be a keen buyer and 

capable of keeping own detailed 

records Write, stating age, experi- 

ence and salary required, to 

Box 1295 Ad. Weekiy 150 Ficet St BC4 
DETAIL SERVICE MAN with some 


knowledge of production required. 

West End Agency Holiday arrange- 

me will be honoured 

Box 1303 Ad. Weekly 180 Pleet St BC4 
EXHIBITION AND DISPLAY CON.- 

TRACTORS, N.W. London area, 

require a keen young Designer 


Ability to produce working drawings 
from own roughs and colour sketches 
eswential. Write, stating qualifications, 
salary required. etc., to 
Box 1300 Ad. Weekly 180 Pieet St BC4 
JOSIAH WEDGWOOD & SONS, LTD.., 
want a qualified, experienced man or 
woman to arrange windows, show- 
cases and other special displays of 
their pottery Based on London, 
some travelling Salary by arrange- 
ment Full details and, if possible, 
photographs of work done, to Wedg- 
wood, Department A, 38 Wigmore 
Street, W.1 


APPOINTMENTS WAN 
SALES EXECUTIVE 


with wide of devising 


experience 
modern 

Sales Force Training Techniques 

for manufacturers and distributors, 

free soon. Present Salary £1,400 p.a. 

Your organisation deserves the right sales 
force. | con build and train it for you. 

Box 1279 
Advertiser's Weekly 180 Fleet St. EC4 


DISPLAY WORKS MANAGER desires 
change, permanent position required, 
where ability is appreciated. Practical 
man used to work of high quality, 
including veneer and press, polished, 
and top class display cabinet work 
Used to working direct with designer 
Or would be suitable for outside 
liaison and technical advising. Further 
information of ability from 
Box 1226 Ad. Weekly 180 Fieet Si BC4 

AMBITIOUS P.R. ASSISTANT (female) 
of integrity, carly thirties, available to 
take up post with lively organisation 
preferably engaged women's accounts 
Five years’ P_R. experience, previously 
journalism 
Box 1281 Ad. Weckly 180 Pieet St BC4 

ENERGETIC ADVERT. COPY /MAKE- 
UP MAN (26. D.A.A. Student), top 
publications, and with first-class repre- 
sentative experience, can prove capabie 
Assistant to busy Advert. Manager 
Available July 11. Please write 
Box 1280 Ad. Weekly 180 Fleet St BC4 


DISPLAY MANAGER, qualified. with 
mar years’ experience in the retail 
distribution trade, secks similar posi- 


tion with manufacturers who are alive 
to the value of point of sale and 
exhibition display 


Box 1263 Ad. Weekly 180 Pleet St BC4 


your classifieds 


POSITION AS MANAGER 
and/or Display in 


Put 


large) Organimauon 
sought by advertise present man- 
aging exhibition and dix ¥ company 
Box 1262 Ad. Weekly 180 Ficet St BC4 
ACCOUNT EXECUTIVE (26). with all- 
round knowledge of advertising, at 
present with large ag seeks posi- 
tion as Advertising Manager 
Box 1261 Ad. Weekly 180 Picet St BC4 
AMBITIOUS YOUNG MAN (20) seeks 
more experience cad work 
hard willing to learn fas already 
able to claim over a year’s agency 
experience Completes N.S early 
November. In England for interviews 
July 25-August 6 
Box 1269 Ad. Weekly 180 f tS BC4 
EXPERIENCED Graphix Designer, 
C.A., secks steady px where 
layout and display sense required 
Box 1297 Ad Week 180 Ff cs BCA 
INTELLIGENT YOUNG MAN (26) 
with 10 vears’ first-hand practical 
experience of Process Engraving, par- 
ticularly Colour Reproduction, seeks 
sound position where | interest. 
knowledge and experience can be of 
real value Not afraid { responsi- 
bility Present income £809.£900 
Box 1276 Ad. Weekly 180 F tS BC4 
“ HAND-PICKED “ SECRETARIES 
available.—The Wigmore Agency, 67 
Wigmore St., W.1 HUNter 9951/2/3 


FREE LANCE SERVICES 


FREE LANCE 
TOP LINE VISUALISER 


required 


Box 1286 
Advertiser's Weekly 180 Fleet St €C4 


THE SEST LETTERING 


omes trom 
Manchester, from the Donald Stevens 
Studio, 39 High Street, Manchester, 4 


Deansgate $281 


AGENCY desires to contact Free Lance 
Cartoonists, for supply origine!l draw- 
ings, reproduced in House Organs 


magazines 


Box 1267 Ad. Weekly 180 Flee: St BC4 


WRITE MAN for jobs of all kinds 
Quick, thorough, keen You same 
fee. FLA. 7042 


VERSATILE CREATIVE ARTIST seeks 


contact with Printer or small Adver- 

tiser. Fast service 

Box 1282 Ad. Weekly 180 Ficet St BC4 
LETTERERS AND RETOUCHERS. 

London Studio requires services of 

Free Lance Artists to assist with 

rapidly increasing overflow of work 

Write for appointment to 

Box 1289 Ad. Weekly 180 Fice: St BC4 
DOCTOR offers advisory or copywriting 

services to agencies with Medical or 


allied accounts 


Box 1216 Ad. Weekly 180 Pleet St BC4 
FREE LANCE TYPOGRAPHER re- 
quired by Advertising Agency hand- 
ng technical accounts for work on 
booklets, leaflets and adaptations of 
press advertisements. Must be able 


to offer quick service 


Box 1301 Ad. Weekly 180 Pleet St BC4 


MISCELLANEOUS 


FOR ORIGINAL CIRL PICTURES 
Pin-ups igure Studies, etc of 
Visual Arts Club models-——-singles o 
sets Photo-Union Picture Library 
12 Soho Square. London ii 

IN WEST AFRICA, where your sud 


ence is made up of mainiy simple 
minded folks and predominantly 
illiterate sulation, you can estab- 
lish your Products and Goodwill with 
our 3-Dimensional Point-of-Sale Ideas 
using Local Languages i Demonstra- 
thon Send is. 34. P.O. for details 


by Airmail Nucradvertimng Sales 
Promotion Showroom Feleve 
Street, Okepedi, Ibadan Nigeria, West 
Africa 


FLEXICHROME «& « superb new colour 


mint process sii particulars from 
hilip Gotlop Photographs Lid 
24 Kensington Church St &. WES 
41 


to CHA 8844 (Ex 25) 


COPY, PROOFS, BLOCKS quickly 
delivered by District Messenger 
REGent 1026, 191 Piccadilly, W.1. 


BUSINESS OPPORTUNITIES 


FAST PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and-White and 
Colour photo lithe 


GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnabur gh 


(Opposite Gt. Portland St. Station) 


SIGN-ERECTORS = seck 
work, no job too small 
Ring Silverthorn 7269 

TO SPACE BUYERS. Space available 
on exclusive media in American Bases. 
Clubs and West End Hotels 
Box 1274 Ad. Weekly 180 Pileet St BC4 

SILK SCREEN FIRM, displaying of 


local trade fair, 


sub-contract 
or too far 


willing to represent 
any commodity during working 
demonstrations Further particulars, 


~ Arts, Riverside, Gorleston-on- 
ca 


TENDERS 


PUBLIC NOTICE 


Borough of Lowestoft. 
Transport Department. 
Advertising on Omnibus Shelters 
and Queve Rails. 


Tenders are invited for the right of 
displaying advertisements on the 
omnibus shelters and queue rails of the 
Corporation in the Borough of 
Lowestoft. 
Forms and conditions of tender with 
more detailed particulars may be 
obtained from the undersigned. 
Tenders must be delivered to the 
undersigned at the Town Hall, 
Lowestoft, not later than 12 noen on 
Monday, 25th july, 1955. No tender 
will be received except in a sealed 
envelope endorsed “ Tender—Adver- 
tising on Omnibus Shelters.” The 
envelope should bear no indication of 
the identity of the sender. 

he Council does not bind inelf to 
accept the highest or any tender. 
F. 8. seeegy. 

own 

Town Hall, _ 


Lowestoft. 
Tth June, 1955. 


COURSES 


A.A. & 1.P.A. EXAMS 
SPECIAL 
SUMMER TERMS 


For a limited period 1.C.S. Home 
Study Courses for the above 
exams are available at reduced 
fees! These practical and up-to- 
date courses have been prepared 
by experienced and successful 
advertising men with your special 
needs in mind. Enrol now and 
save precious time—and money! 
We also give specialised training 
in COMMERCIAL ART, 
POSTER DESIGN, LETTER- 
ING and SIGN WRITING. 


Write for free book about our service 
ond for details of our Special Summer 
Term Offer. 

DEPT. 2F, 

SCHOOLS, International Buridings, 
Kingsway, London, W.C.2. 
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ADVERTISER'S WEEKLY 


Advertiser’s Announcement 


“MISS TELEVISUAL” 
bo! o> SE 
: 2 j 


* Miss Televisual ” is now available to advertise 
your product on Commercial TV 
For information on how the Televisual Plan can 
be tailored to suit your own special needs, write 
Televisuals Ltd., 15 Berkeley Street, London, W.1, 
or telephone Mayfair 2712. 


For full information about 


TELEVISUALS 


(Trade Mark 


THE NEW TECHNIQUE 
IN T.V. ADVERTISING 
FOR THE 
SMALLER ADVERTISER 


Send today for your copy of 
THE TELEVISUALS PLAN 


(Copyright) 
to 
TELEVISUALS LTD. 
15 BERKELEY ST., LONDON, 
(Mayfair 2712) 
The words “ Televisual” and “ Televisuals ” 
are the Trade Marks of Televisuals Ltd 


W.l 


June 23. 1955 


— STOP PRESS — 


LUXEMBOURG: PPA 
BAN STILL STANDS 


(See page 667) 


E. O. Norton, director, Periodical 
Proprietors’ Association, said yes- 
terday (Wednesday) that PPA ruling 
against mention of sponsored radio 
programmes from stations outside 
this country still stands. No special 
meeting has been called to consider 
the matter. 

British national newspapers— 
“best printed in the world,” were 
finest advertisements for British 
printing machinery, said J. O. Crab- 
tree, chairman of the Association 
of British Manufacturers of Prin- 
ters’ Machinery in London. IPEX 
would demonstrate how home 
manufacturers had responded to 
challenge of new developments. 
Since the last exhibition in 1936 
there had been improvements in 
electronic engraving, papers, inks, 
photo-chemical reproduction pro- 
cesses, and multicolour newspaper 
printing. 

“It is doubtful whether so many 
important innovations have been 
made in any other two decades of 
the industry’s history,” he said. 


Free entrance tickets for IPEX 
are being offered by the joint 
organisation of Frank F. Pershke 
Ltd. and Price Service & Co., Ltd., 
to every one of the 8,000 printing 
businesses in Great Britain known 
to them. Offer is being made in 
fourth issue of their house journal, 
“Partners in Progress,” which 
should reach printers next Thurs- 
day. “We anticipate enormous 
respqnse,” said Philip Natal, editor 
of “Partners in Progress.” IPEX 
coincides with the move of the 
firm’s head office to 170 West- 
minster Bridge Road, S.E.1. The 
two companies will be showing 28 
machines on stands at IPEX. 


PLANE ADS 


(See page 671) 

The Minister of Transport and 
Civil Aviation, Mr. John Boyd- 
Carpenter, told Commons yesterday 
(Wednesday) that he was consider- 
ing views of local authority asso- 
ciations after he had consulted 
them about possibility of revisions 
to Air Navigation Orders. 

He was asked what steps he 
would take to regulate broadcasting 
of advertisements from low-flying 
aircraft. 


At present, he said, control of 


' aircraft engaged in advertising was 


confined to the normal safety rules, 
except that leaflets could not be 
dropped. 


New account for S. C. Peacock 


Sun Printers Lid. of Watford, 
yesterday (Wednesday) issued the 
following statement: “Minor diffi- 
culty concerning overtime at Wat- 
ford has been resolved. Publication 
dates will not be affected.” 


) planning to take party of 
aie te ee code 


visit International Dry-Cleaning and 
Allied Trades Exhibition there. 
They will leave London on Thurs 
day, July 14, and return on Friday, 
July 22. S issue will be pub- 
lished on Friday, July 29, to cover 
the event. 


Audimeters already in British 
homes have given the A. C. Nielsen 
Co. TY index division some 
“interesting facts regarding viewing 
trends,” says Graham Dowson, 
head of the division. 


Installations of the Recordimeter, 
another Nielsen patented instru 
ment, enabling data to be produced 
on the number of people actually 
watching each programme, are to 
begin here. In the London ITA 
area Neilsens expected over 600 
homes to be involved in the opera 
tions. 


Advertising rights on the pier at 
Dunoon, Clyde holiday resort, let 
to Frank Mason & Co., Ltd., for 
five years. Rental for first year is 
£225, and £475 per annum for 
remaining four years. 


David Hilberman, a leading 
figure in American screen anima 
tion—a former Disney designer, and 
founder of United Productions of 
America—has been signed by 
Pearl & Dean (Productions) Ltd., to 
advise on animated and cartoon 
subjects, and to recruit a team of 
top-flight British designers and 
animators. 


The “Farmers Weekly” to-mor- 
row (Friday) is a combined 
Royal Show 
number. It will include articles 
dealing with aspects of the past 21 
years by leading agriculturalists, and 
special features in full colour. 


Joha C. Dunkley joined Beecham 
Foods as marketing manager with 
special responsibility for merchan- 
dising, media, and market research 
on all their brands. For the past 
nine years has been with Ye & 
Rubicam, where he started 
traffic department in 1946. 


lliffe’s “Amateur Photographer” 
publishing its annual “camera 
next Wednesday. It will list 


Sindall & Baker (Publicity) rr 
Watford, are new members of the 
Disp!ay Producers and Screen 
Printers’ Association. 


Published by the Proprietors BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London. E.C.4. (Phone: Chancery 8844) 
une 23, 1955. Printed in England by St. Clements Press Ltd., Portugal St. 


Kingsway, London, W.C.2 
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4 in a special 16-page photogravure ‘- : 
4 supplement cameras on the British 4 , 
market. ; 
Ltd. is TRS radio component 
* specialists. Campaign in —~ and 
x television journals. 
: “Power Laundry, Dyeing & ie 
: Cleaning News” (Associated Iliffe : 


